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UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK TRIAL AND APPEAL BOARD

Prairie Isiand Indian Community,

a federally recognized Indian tribe, Opposition Nos. 91115866 and
91157981
Plaintiff,
Canceliation Nos. 92028126
VS, 92028127, 92028130; 92028133;
92028145; 92028155; 92028171,
Treasure Island Corp, 92029174; 92028199; 92028248,
02028280; 92028294; 92028314,
Defendant. 02028319; 92029325; 92028342,

and 92028379 (as consolidated)

TRADEMARK TRIAL AND APPEAL BOARD
COMMISSIONER FOR TRADEMARKS

P.O. BOX 1431

ALEXANDRIA VA 22313-1451

REGISTRANT/APPLICANT’S OPPOSITION TO PETITIONER/OPPOSER’S
MOTION FOR SUMMARY JUDGMENT

Registrant/Applicant, TREASURE ISLAND CORP. (“TIC"), by and through the
undersigned counsel of record, QUIRK & TRATOS, hereby files this Opposition to
Petitioner/Opposer's Motion for Summary Judgment. This Opposition is based upon the
points and authorities as identified below.

L INTRODUCTION

Prairie Island Indian Community's (“Prairie Island”) Motion for Summary Judgment
(“Motion”), is based on a misleadingly incomplete statement of the relevant facts. Prairie
Island casually claims priority yet offers no evidentiary support for this contention. TIC on
the other hand, believes it has priority and herein offers legal and evidentiary support for
its contention that it, and not Prairie Island, is the senior user of the mark TREASURE
ISLAND. As such, there exists a dispute of material fact between the parties as to which
party is the senior user of the TREASURE ISLAND mark.

Additionally, Prairie Island bases its motion for summary judgment on the similarity
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of its Minnesota State registered mark for TREASURE ISLAND and TIC’s federal
registration for TREASURE ISLAND AT THE MIRAGE. TIC believes that Prairie Island’s
state registration has little value, if any, and any rights the opposer may have obtained are
preempted by federal trademark law. As such, TIC's federal registration for TREASURE
ISLAND AT THE MIRAGE has greater evidentiary weight than Prairie Island’s state
registration for TREASURE ISLAND. There is, therefore, a dispute of material fact as to
whether Prairie Island’s state registration affords it superior rights to enforce against TIC's
federally registered mark.

Prairie Island further claims harm because of actual confusion between its mark
and that of TIC. However, TIC maintains that if any confusion exists between use of its
federally registered mark TREASURE ISLAND AT THE MIRAGE and Prairie Island’s state
registration for TREASURE ISLAND, such confusion was initiated by the intentional acts of
Prairie Island in drawing closer to the more famous mark owned by TIC. Any alleged
confusion is caused by Prairie Island’s actions which were intended to ride the coat tails of
TIC's extensive national marketing and promotional campaign.

There exists a dispute of material fact as to whether the alleged confusion, if any,
was due to similarity between the marks or was in fact induced by Prairie Island’s own
conduct. As there are genuine issues of material facts in dispute between the parties,
Prairie Island’s Motion for Summary Judgment should be denied.

Il. STATEMENT OF FACTS

In April 1988, GNLV Corp, the predecessor-in-interest to TIC, adopted the
TREASURE ISLAND mark and began the process of developing gaming devices to
provide gaming services using the TREASURE ISLAND mark. The testing of these
devices began in 1988 as is evidenced by the IGT Testing Report. See Affidavit of Mark
Russell (“Russell Aff.”), Exhibit A, attached hereto.

In June 1989, GNLV Corp. began public use in commerce of its TREASURE
ISLAND mark for casino-gaming services by installing and operating TREASURE ISLAND
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slot machines at its Golden Nugget Las Vegas hotel and casino thereby developing
common law rights in the mark. See Date of First Use, Nevada State Registration ("NV
Reg.”} attached hereto as Exhibit 1.

On July 1989, GNLV Corp. obtained a Nevada State registration for the mark
TREASURE ISLAND in entertainment services class 107. The casino services offered
under the mark included slot merchandizing. See id. This was the only category of
services available from the Nevada Secretary of State at the time. See Russell Aff. § 3.

In 1989, GNLV Corp. was a subsidiary of Golden Nugget, Incorporated which
changed its name to Mirage Resorts, Incorporated (“Mirage Resorts”) in 1991. Mirage
Resorts’ flagship hotel the “Mirage” which opened in 1989 became one of the most famous
resort hotel casinos in the world. See Russell Aff. i1 8, 10, 11. In fact, the Mirage name

was deemed “clearly famous” by the federal court in Mirage Resorts, Inc. et al. v. Stirpe,

152 F.Supp.2d 1208, 1217 (D. Nev. 2000). The TREASURE ISLAND mark was used for
casino-related services such as slot promotions and in retail services by the Mirage and
the Golden Nugget. See Deposition of Mark Russell (“Russell Depo.”), Vol. I, p 91
attached hereto as Exhibit 2.

In January 1990 Prairie Island changed its name from Prairie Island Bingo and
began using various marks such as TREASURE ISLAND BINGO, TREASURE ISLAND
BINGO & CASINO, and TREASURE ISLAND CASINO BINGO in relation to its property in
Red Wing, Minnesota. See Copies of Prairie Island’s Use of Mark Materials, attached
hereto as Exhibit 3.

In 1991, Mirage Resorts created a new subsidiary Treasure Island Corp. to develop
construct and operate a resort hote! casino to be called “Treasure Island at the Mirage.”
The designation “at the Mirage” was intended to emphasize Treasure Island’s affiliation
with its famous sister property the Mirage. See Russell Aff. 1 13, 14.

In October 1991, Steve Wynn, then Chairman of Mirage Resorts, Incorporated

publicly announced plans to build Mirage’s sister hotel “Treasure Island at the Mirage” and
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that the hote! would have a “pirate” theme. This announcement was covered by most of
the national media including Forbes Magazine, The Los Angeles Times, The Associated
Press, the Chicago Tribune, The New York Times, PR Newswire, United Press
International, Business Wire, The Washington Post, Seattle Post-Intelligencer, Associated
Press Worldstream, Las Vegas Business Press, The Vancouver Sun (British Columbia),
Fortune Magazine, Chicago Sun-Times, and The Seéttle Times.'

On July 22, 1992, Prairie Island obtained a Minnesota State registration for the
word mark TREASURE ISLAND for casino and related gaming services.
See Motion at .2

At least as early as October 1992, TIC began use of its TREASURE ISLAND mark
in the promotion and advertising of its future resort. See Date of First Use for Federal
Registration No. 1,918,033 attached hereto as Exhibit 4. In October 1993, the almost
3,000 room Treasure Island at the Mirage resort hotel casino opened in Las Vegas,
Nevada.® See Russell Aff. ] 15. '

TIC applied for and received federal registrations for goods and services offered at
its resort hotel casino including TREASURE ISLAND AT THE MIRAGE Registration No.
2,010,396 for casino services and TREASURE ISLAND AT THE MIRAGE Registration No.
1,084,421 for hotel services. See USPTO Printouts of Registrations attached hereto as
Exhibit 5.

In October 1994, GNLV Corp. assigned all rights, interest and good will in its
Nevada State registration for the mark TREASURE I1SLAND to TIC. TIC thereby acquired
all rights in the TREASURE ISLAND mark dating back to at least June 1989. See

! See Exhibit A attached to the Affidavit of Rondi L. Rowland. Ms. Rowland attests to the authenticity of
printed materials attached hereto and to copies of electronic advertising regarding “The Mirage” which will be
attached as Exhibit 20 and sent via regular mail.

2 There is no factual evidence to support any claim that prior to obtaining its state registration Prairie Island
ever used the word mark TREASURE ISLAND by itself.

* Treasure Island at the Mirage opened in 1993 with 2,500 rooms and 220 suites. Treasure Island at the
Mirage also has the world famous Cirque du Soleil as its resident entertainment. See TIC's website at
<treasureisland.com>.
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Assignment from GNLV Corp. to TIC (“Assignment”) attached hereto as Exhibit 6.

On December 20, 1996 Prairie Island opened a 250 room hotel adjacent to its
casino in Red Wing, Minnesota. See May 1997 Article from Indian Gaming attached
hereto as Exhibit 7. This was more than three years after TIC opened its resort hotel
casino and three years after TIC had filed for its federal registrations.

In October 1998, five years after TIC opened its resort hotel casino, Prairie Island
instituted a cancellation proceeding against TIC's federally registered mark TREASURE
ISLAND AT THE MIRAGE, Registration No., 2,010,396. Prairie Island contends that its
common law use as of January 1, 1990 and its Minnesota State registration filed on July
22, 1992 for the TREASURE ISLAND mark gives it priority over TIC's TREASURE
ISLAND AT THE MIRAGE mark.

. STANDARD FOR SUMMARY JUDGMENT
The Trademark Trial and Appeal Board (“TTAB") follows the same standards for

summary judgment as the federal courts. See Spraying Systems Co. v. Delavin, Inc., 975
F.2d 387, 392 (7™ Cir. 1992). “[T]he party moving for summary judgment, bears the initial
burden of demonstrating the absence of any genuine issue of material fact and that it is

entitlied to judgment as a matter of law.” See Hornblower & Weeks, Inc. v. Hornblower &

Weeks, Inc., 60 U.S.P.Q.2d 1733, 1735 (TTAB 2001). “If opposer meets this burden, then

applicant, to avoid entry of an adverse judgment, must present sufficient evidence to show
an evidentiary confiict as to one or more material facts in issue.” See id. For the purpose
of determining the merits of each party’s claim relevant to a motion for summary judgment
“the evidence must be viewed in a light most favorable to . . . the non-movant, and all
justifiable inferences are to be drawn in the non-movgnt’s favor. Seeid.

If a party brings a motion for summary judgment based upon prior use it “must
establish that there is no genuine dispute as to (1) its priority of use and (2) that
contemporaneous use of the [marks] by the parties, for their respective services, would be

likely to cause confusion, mistake or to deceive consumers.” See id.

OPPOSITION TO MOTION FOR SUMMARY JUDGMENT 5



Prairie Island as the movant has the burden of establishing that there is no genuine
issue of material fact as to (1) its priority of use and (2) that contemporaneous use of the
marks are likely to cause confusion. See id. Prairie Island claims priority for its
TREASURE ISLAND mark based upon a July, 1992 Minnesota State registration and a
date of first use of January 1, 1990. However, TIC bases its assertion of priority for its
TREASURE ISLAND mark based upon a June 1988 common law use and a July 1989
Nevada State registration. Moreover, planning for the use on gaming machines and for
casino services dates back into 1988. TIC's earlier use and Nevada State registration and
use establishes a genuine issue as to which entity has priority of use for the TREASURE
ISLAND mark.

“The non-moving party is required to introduce evidence beyond the mere
pleadings to show that there is an issue of material fact concerning ‘an element essential
to that party’s case, and on which that party will bear the burden of proof at trial.” See

Nordco A.S. v. Ledes, 44 U.S.P.Q.2d 1120, 1122 (S.D.N.Y. 1997). TIC herein offers

evidence showing it, and its predecessor-in-interest has used the TREASURE ISLAND
mark since at least June 1989. This is prior to Prairie Island’s claimed first use of January
1990. There is, therefore, an issue of material fact concerning “an element essential to that
party's case,” specifically whether TIC or Prairie Island has priority of use of the
TREASURE ISLAND mark.

Prairie Island has the burden to establish that contemporaneous use of the
respective marks by the parties is likely to cause confusion, mistake or to deceive

consumers. See Hornblower & Weeks, Inc. v. Hornblower & Weeks, Inc., 60 U.S.P.Q.2d

at 1735. For years the marks existed in the respective markets without any instances of
confusion. Only after the petitioner built a hotel and changed its marketing and promotion
did alleged instances of confusion occur. As the junior user of the mark, the alleged
confusion, if any, is caused by actions taken by Prairie Island subsequent to TIC's June

1089 first use of its mark. Prairie Island’s intentional actions drew it closer to the older and
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more famous mark of TIC thereby creating any confusion.
“Summary judgment will not lie if the dispute about a material fact is ‘genuine,’ that
is, if the evidence is such that a reasonable jury could return a verdict for the non-moving

party.” See Anderson v. Liberty Lobby, Inc., 477 U.S. 242, 242-43 (1986). In this case,

the dispute about material facts, specifically priority and perceived confusion, is genuine
because the evidence is such that a reasonably jury could find for TIC.

Based upon the foregoing, Prairie Island is not entitled to succeed on its motion for
summary judgment.
IV. LEGAL ARGUMENT — FACTS IN DISPUTE

TIC is required to introduce evidence beyond the mere pleadings to show that there
is an issue of material fact concerning “an element essential to that party's case, and on

which that party will bear the burden of proof at trial.” See Nordco A.S. v. Ledes, 44

US.P.Q.2d at 1122. TIC offers evidentiary support for its contentions that issues of
material fact exist concerning priority of use of the TREASURE ISLAND mark, the validity
of Prairie Island’s Minnesota State registration, and that any alleged confusion is caused
by Prairie Island’s own conduct.

A. TIC Was the First to Adopt Use of the TREASURE ISLAND Mark For
Casino-Related Services

Prairie Island claims priority without offering factual evidence or legal authority in
support of this contention. “Opposer must establish its own prior proprietary rights in the
same or a confusingly similar designation in order to defeat the application. See T.A.B.

Systems v. PacTel Teletrac, 37 U.S.P.Q.2d 1879 (Fed. Cir. 1996). Prairie Island has

failed to establish its own proprietary rights because neither its state registration, nor its
alleged date of first use at common law are prior. to the date of first use or the state
registration of the mark TREASURE ISLAND owned by TIC.

(1) Common Law Use of the TREASURE ISLAND Mark by TIC’s
Predecessor-In-Interest

“One of the bedrock principles of trademark law is that trademark or “service mark
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ownership is not acquired by federal or state registration. Rather, ownership rights flow

only from prior appropriation and actual use in the market.” See Allard Enterprises, Inc. v.

Advanced Programming Resources, Inc., 46 U.S.P.Q.2d 1865, 1870 (6th Cir. 1998). Use

in commerce must be legally sufficient to establish prior ownership such as “on services
when it is displayed in the sale or advertising of services and the services are rendered in
commerce. See id. TIC has established common law rights through use of the
TREASURE ISLAND mark in the sale and advertising of its casino-related services since
at least 1989 when the mark was used for newly developed slot machines that were
advertised and promoted for gaming play. See 1988-89 Belly Glass and Billboard
Documents (“Belly Glass Documents”), attached hereto as Exhibit 8.

TIC predecessor-in-interest, GNLV Corp. first began planning for the development
of TREASURE ISLAND slot machines in early 1988. The slot gaming services were
dependent upon the creation of slot machines that had the TREASURE ISLAND name
and an advertising campaign to promote the casino play of those machines. See Russell
Aff. 1Y 6, 7. See also Affidavit of Tom Mikulich ("Mikulich Aft."), 11 8, 9, attached hereto.
The campaign to get patrons to come play the slot machines (casino gaming) was
dependent upon having the slot machines developed and advertised. Slot development
started in 1988 with actual testing of the machines occurring in June 1988.* See Russell
Aff. 9] 5.

In June of 1989, the Golden Nugget casino and the Mirage began use of the
TREASURE ISLAND slot machines in public. The TREASURE ISLAND mark was
displayed on the belly glass of the slot machines and in signage around and above the
machines. See Mikulich Aff. 4. The same machines were used for TREASURE ISLAND

slot promotions which were advertised within the casinos and on billboards throughout Las

* Under Nevada Gaming Contro! Board regulations, the introduction of a new game of chance or gaming
device for patrons to play requires advanced testing before final approval of the game. The TREASURE
ISLAND slots developed by TIC's predecessor-in-interest were created and developed during 1988, tested
during 1988 and eventually made part of the casino and used by the public for gaming entertainment in
1989. See Russell Aff [ 5. ’
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Vegas, Nevada. See Russell Aff. ] 6, 7. Because members of the public played the
TREASURE ISLAND slot machines at both the Golden Nugget casino and at the Mirage
commencing in 1989, use in public of the mark for gaming services is established from
that time. This use by its predecessor-in-interest is legally sufficient for TIC to establish
ownership rights in the TREASURE ISLAND mark for gaming services since 1986,

it is important to note that Prairie Island is maintaining that only the dominant
portions of the relevant marks are compared, specifically the terms TREASURE |SLAND.
This contention supports TIC's claim of priority based upon its first use in commerce of the
mark TREASURE ISLAND in 1989. If, on the other hand, the TTAB recognizes the fame
of the MIRAGE mark then TREASURE ISLAND- AT THE MIRAGE is not primarily
TREASURE ISLAND because MIRAGE is a famous mark for hotel casino services and for
that reason a famous mark joining TREASURE ISLAND clearly distinguishes the marks.
In fact, “use of a strong, well-known mark as a part of a composite name reduces the
likelihood that the remainder of the composite mark will create a commercial impression
distinct from that mark.” See Four Seasons Hotelé Ltd. v. Koury Corp., 21 U.8.P.Q.2d
1847, 1852 (E.D.N.C. 1991).° “[Tlhe likelihood of confusion between similar marks

diminishes when one is associated with [a] strong, well-known mark.” See id. The
MIRAGE is a famous mark. Using the MIRAGE name in TIC's composite mark diminishes
any likelihood of confusion between the marks TREASURE ISLAND AT THE MIRAGE and
Petitioner's TREASURE ISLAND mark.
(2) TIC’s 1989 Nevada State Registration

TIC's Nevada State registration supports its claim that it has priority based upon
use of its TREASURE ISLAND mark in commerce since at least 1989. See NV Reg. TIC
claims rights in the Nevada state registration throngh an assignment of the mark from

GNLV Corp. in 1994, See Assignment Exhibit 6.

% Koury's HOLIDAY INN-FOUR SEASONS mark infringed Plaintiff's FOUR SEASONS mark. The HOLIDAY
INN portion of Koury’s mark was so well-known and so strong it de-emphasized the FOUR SEASONS
portion of the mark. As such the FOUR SEASONS portion had not been able to create its own commercial
impression in the marketplace. ’
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(a) The Nevada State Reqistration

TIC has priority because its predecessors used and then registered its TREASURE
ISLAND mark for casino services prior to Prairie Island’s claimed date of first use of
January 1, 1990. See Motion at |. TIC's predecessor-in-interest, GNLV Corp., a Nevada
corporation doing business as a hotel casino, filed a Nevada State Registration for
TREASURE ISLAND on July 3, 1989. The registration was granted on July 6, 1989 for
casino related services, namely slot merchandizing.® See NV Reg.

GNLV Corp. placed the mark into the only available State of Nevada service
category that best described the services it was providing to its patrons. See Russell Aff. |
3. GNLV Corp. intended use of, and did in fact use, the TREASURE ISLAND mark at the
Golden Nugget hotel and casino and later at the Mirage hotel and casino in Las Vegas in
relation to slot promotions, slot play and tangential retail use. See Russell Aff. { 6. See

also Russell Depo. Vol. 1, p. 91.

Mirage Resorts, !ncorporated is the parent company for several subsidiaries
including Treasure Island Corp. which was created i'n 1991 as the management company
for the then future resort hotel casino Treasure Island at the Mirage. See Russell Aff. 1 13.

It is important to note that Prairie Island was fully aware of the Nevada TREASURE
ISLAND mark as early as April 1992 if not before. In fact, at that time in 1992 counsel for
Prairie Island acknowledged that there was a Nevada State registration for a TREASURE
ISLAND mark and the Nevada mark had prior use. See Letter from Merchant & Gould to
Ronald Valentine of Prairie Island dated April 15, 1992, p. 2, attached hereto as Exhibit 9.

(b)  Assignment of TREASURE ISLAND Mark to TIC
TIC owns all rights to the TREASURE ISLAND mark dating from at least 1989

through the present day through a valid assignment.' “Because a trademark is symbolic, it
may be transferred or assigned only to represent the transfer of goodwill connected with a

particular business . . . and cannot be transferred separately from the goodwill of the

8 Slot merchandizing is the advertising and promotion of casino play on slot machines which are gaming
devices. See Russell Aff. {[]] 5, 6.
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business.” Following “a proper assignment, the assignee steps into the shoes of the
assignor.” See Premier Dental Products Co. v. Darby Dental Supply Co., Inc., 230

U.S.P.Q. 233, 235 (3™ Cir. 1986). ‘“Unlike patents or copyrights, trademarks are not

separate property rights. They are integral and inseparable elements of the goodwill of the
business or services to which they pertain.” “Since goodwill is inseparable from the
business with which it is associated, when one speaks of the transfer of goodwill that
accompanies a mark, one necessarily means the transfer of the portion of business or
service with which the mark is associated.” See VISA U.S.A., Inc. v. Birmingham Trust

National Bank, 216 U.S.P.Q. 649, 651 (Fed. Cir. 1982).

The transfer of good will “requires only that.the services be sufficiently similar to
prevent consumers of the service offered under the mark from being 'mislead from
established associations with the mark.” “Where, as here, the basic service offered by the
assignor is offered by the assignee, albeit in a significantly expanded way, there is no
reason to presume that consumers will not be properly protected.” See id. at 633.

GNLV Corp. assigned its TREASURE ISLAND Nevada State trademark to TIC on
October 1, 1994, See Assignment Exhibit 6. The express language of the Assignment
evidences the rights transferred included “all right, fitle and interest, together with the good
will of the business in which the mark is used.” See id. The assignment was sufficient to
transfer all rights in the TREASURE ISLAND mark from GNLV Corp. to TIC. TIC,
therefore, stepped into the shoes of GNLV Corp.

The services for which the TREASURE ISLAND mark is now used by TIC have
expanded significantly from the initial casino services of slot merchandizing. However,
the basic services offered under the mark are still casino-related and there is no reason to
presume that consumers are not properly protected 'by allowing TIC rights in its expanded

services. See VISA U.S.A., Inc. v. Birmingham Trust National Bank, 216 U.S.P.Q. at 653.

Even adding descriptive terms to the original mark does not change its character,

particularly where “customers throughout that period always knew the institution by the
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nickname of or using the service mark.” See American Security Bank v. American

Security and Trust Co., 197 U.S.P.Q. 65, 67 (CCPA 1978).7 TIC's addition of “at the

Mirage” was an accurate descriptor of the relationship between its property and the
adjacent resort hotel casino the “Mirage.” It is offered to show the affiliation with its hotel
casino property and the more famous older sister resort. This addition does not change
the nature of the TREASURE {SLAND mark first used in 1989, and known to consumers
since that time, but now also used as TREASURE ISLAND AT THE MIRAGE.

(3) Prairie Island’s Minnesota State Registration is Not Probative of
Exclusive Rights

Prairie Island bases its opposition to TIC's federal registration exclusively on its
Minnesota State Registration for the word mark TREASURE ISLAND. See Motion at I.
However, authority suggests that this state registration alone is not sufficient to establish
exclusive rights in the TREASURE ISLAND mark.

“The true effect of respondent’s registration of its trade name and sign design was
not to vest it instantaneously with a right to ‘exclusive use’ but rather to establish for
respondent the basis for invoking common law trademark name protection principles
which are predicated upon a trade name as against the subsequent use of another.” See
Abner's Beef House Corp. v. Abner's International, Inc., 164 U.S.P.Q. 157, 158 (Fla.
1969).

“A mere paper application for registration of a service mark which is not in fact
coupled with and supported by actual usage of the mark sufficient to vest in registrant’s
use a secondary meaning, will not defeat a similar use by a competitor where the latter
has actually established and placed in operation businesses identified by such mark.” See
id. at 160.

TIC contends that Prairie Island's state registration is a “mere paper application.”

Unlike TIC’s Nevada registration which as shown above is supported by sufficient common

7 Adding the descriptive term BANK after using the terms AMERICAN SECURITY alone for many years does
not change the character of the mark.
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law usage to establish meaningful rights in the mark, Prairie Island has failed to offer
evidence of actual usage sufficient to establish rights under its Minnesota State
registration. It is, therefore, entitled to no presumption of exclusive rights or statewide
preemptive rights.

(a)  No Presumption of Exclusive Rights in a State Registration

Prairie Island is not entitled to a presumption that its state registration affords it
exclusive rights. In Minnesota, “the mere physical registration of a trademarik does not
confer any greater rights than those which existed at common law without registration.”
Venn dba Swanson Cookie Co., v. Goedert, 134 U.S.P.Q. 442, 445 (D. Minn. 1962) citing,
Griesedieck Western Brewery Co. v. Peoples Brewing Co., 149 F.2d 1019 (8" Cir. 1945),

“The state registration adds nothing of substance to applicant’s case because it has
not been made to appear that the State . . . examines every application for registration on
the merits and utilizes criteria similar to those encompassed in the federal trademark
statute. The affidavit of continuous, substantial and exclusive use of the mark by itself
carries little probative value.” See In re Illinois Bronze Powder & Paint Co., 188 U.S.P.Q.

459, 463 (TTAB 1975).

Prairie Island advances its Minnesota state registration as evidence of its rights in
the mark TREASURE ISLAND. However, it has offered no evidence of the criteria used
by the Minnesota Secretary of State to assess the merits of its registration. Therefore the

registration carries “little probative vaiue.” See In re lllinois Bronze Powder & Paint Co.,

188 U.S.P.Q. at 463. Further, its Minnesota state registration by itself is incompetent to
establish actual use of the mark. Prairie Island must show something more than a state
registration certificate to establish exclusive rights in the TREASURE ISLAND mark.
Prairie Island fails to show something more beyond its state registration to establish
exclusive rights in the TREASURE ISLAND mark. It casually claims priority in the mark
based upon a Minnesota state registration but offers no factual or evidentiary support

showing it is entitled to exclude others from use of the mark.
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(b)  No Presumption of Entitlement to Statewide Preemptive Rights

Even if Prairie Island’s Minnesota State Registration entitles Prairie Island to some
rights, it may not be entitled to statewide preemptive rights. A State Supreme Court

determines the geographic scope of state trademarks within state. See Spartan Food

Systems, Inc. v. HFS Corp., 2 U.S.P.Q.2d 1063 (4™ Cir. 1987). In fact, the “majority of

states do not permit state registration preemptive rights over entire state. See id. citing J.

Thomas McCarthy, Trademarks and Unfair Competition, §22:1. State registration

prevents federal registration from operating in an area where state registration has senior
rights. However, it cannot extend beyond its area of use determined not by the extent of
its advertising, but the extent of the geographic region from where its consumers come
from. “The mark . .. cannot travel to markets where there is no article to wear the badge
and no trader to offer the article.” See id. at 1065. Demonstrating significant advertising
throughout the state does not show the effect of such advertising. No evidence presented
establishes that the entity’'s advertising brought customers from throughout the entire
state. See id. at 1066. '

Prairie Island may not be entitled to rights extending throughout Minnesota, let
alone into other areas of the United States. Its rights are geographically limited by other
users of similar marks in Minnesota, or in the immediate geographical area. For example,
The Treasure Island Resort at Wisconsin Dells, Wisconsin is approximately 170 miles and
a three hour drive from Prairie Island’s hotel casino. See Treasure Island at Mount
Olympus web information attached hereto as Exhibit 10. This Wisconsin Treasure Island
may limit Prairie Island’s rights to within a 170 mile radius or less.?

Additionally, Prairie Island’s rights may be limited to only those areas from where its
customers come and it has presented no evidence that its customers come from

throughout the entire state. Moreover, because gaming is not legal outside of an Indian

® Other third party users of similar TREASURE ISLAND marks include hotels in the City of Treasure Island,
Florida and entities in New Jersey and Maine. See Deposition of Lori Knapp (“Knapp Depo.”) pp. 126-27
attached hereto as Exhibit 11. .
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reservation in Minnesota, Prairie Island cannot offer gaming services anywhere in
Minnesota except at the Prairie Island Indian Community's location.

By offering the registration as evidence of its rights in the TREASURE ISLAND
mark, it is Prairie Island’s burden to prove what rights, if any, the Supreme Court of
Minnesota has conferred on that state registration. Prairie Island has failed to offer any
evidence as to the scope of its rights under a Minnesota State registration. Therefore,
Prairie Island’s state registration is of little probative value as to the scope of rights it
affords.

(4)  TIC’s Federal Rights Preempt Prairie Island’s State Rights

Even if Prairie Island’s state registration was entitled to state-wide rights, it is not
superior to TIC's rights under the Lanham Act. “Federal registration fulfills the express
purpose of Congress in regulating commerce within its control, ‘to protect registered marks
used in such commerce from interference by State, or territorial legislation.™ See Spartan

Food Systems. Inc. v. HFS Corp., 2 U.S.P.Q.2d at 1066 (discussing § 45 Lanham Act, 15

U.S.C. §1127). “if a conflict arises between state and federal law, including state
registration statutes, the Lanham Act effects a limited preemption of state law, resolving
the conflict in favor of the registrant’s rights. See id. Even when a federal registration is
not yet incontestable it preempts a state registration except in the geographic location
occupied by a senior user of a state mark. See id. at 1066-67.

Even if, as Prairie Island claims, it is entitled to some state or common law
trademark rights under its Minnesota State registration, those rights would be subservient
to TIC’s federal registration. At the very most, and only if Prairie Island was determined to
be the senior user of the TREASURE ISLAND mark, could it exclude TIC's use of its mark
within Minnesota. '

TIC has established that it owns all rights in its TREASURE ISLAND mark
developed in 1988 and dating back to at least June 1989. These rights predate the rights,
if any, obtained by Prairie Island in January 1990. TIC, therefore has established priority.
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As such, there exists a genuine issue of material fact ‘as to whether it is Prairie Island or
TIC who has priority and a reasonable trier of fact should find in TIC’s favor. Therefore,
Prairie Island’s Motion for Summary Judgment should be denied

B. Prairie Island is the Cause of Confusion, If any, Between the Marks

Because of its deliberate acts, Prairie Island argues consumer confusion between
its mark and that of TIC based upon the Du Pont factors.” See Motion at Il (B). However,
it is important to note that Prairie Island’s alleged instances of confusion commenced
almost four years after TIC's resort hotel and casino opened.”” See Call Tracking
Summary attached to Motion as Exhibit K. TIC contends that the alleged confusion only
began after Prairie Island took affirmative steps to infer affiliation between its property and
that of TIC.

Where a plaintiff "has in effect engineered the possibility of a likelihood of confusion
and therefore infringement,” this is not the sort of injury trademark infringements actions

under the Lanham Act were intended to remedy. See Weil Ceramics and Glass, Inc. v.

Dash, 878 F.2d 659, 676 (3" Cir. 1989). ‘[lf it is the plaintiff's actions that cause the

confusion, the plaintiff will not be heard to complain.” See Versa Products Co., Inc. v.

® Prairie Island fails to address all of these factors in its Motion for Summary Judgment. The Du Pont factors
are (1) the similarity or dissimilarity of the marks; (2) the similarity or dissimilarity of the goods or services; 3)
the similarity or dissimilarity of the channels of trade; (4) the sophistication of the purchaser; (5) the fame of
the prior mark; (6) the number and nature of similar marks on similar goods; (7) the nature and extent of any
actual confusion; (8) the length of time of concurrent use without evidence of confusion; (9) the variety of
goods on which the mark is used; (10) the market interface between applicant and owner of prior mark; {11)
the extent to which the applicant has the right to exclude others from the marketplace; (12) the extent of
potential confusion; (13) other facts probative of the effect of use. In re E.I. Du Pont de Nemours & Co., 476
F.2d 1357, 177 U.S.P.Q. 563 (CCPA 1973).

' gignificant differences exist between use of the marks which explains the lack of confusion in the
marketplace for so long: The City of Las Vegas is distinctively different from an Indian reservation in
Minnesota; Las Vegas is home to numerous resort hotel casinos and Prairie Island is a stand alone casino
on the Indian reservation; TIC has 2,500 rooms and 220 suites, Prairie Island's hotel which opened 3 years
after TIC's offers 250 rooms. TIC's services include a wedding chapel, the world famous multi-million dollar
Cirque Du Soleil extravaganza, and TIC has a sinking pirate ship in a lagoon, Prairie Island offers nothing in
comparison; the services under the respective marks appeal to different consumer groups, Prairie Island’s
patrons are generally within driving distance of the property, TIC's patrons travel world-wide to visit the resort
hotel casino: TIC is affiliated with the world-renowned Mirage property, Prairie Island is a lone entity with no
affiliation with any nationally or internationally recognized hotel-casino company; TIC is a AAA Four-Diamond
Award Winning resort hotel casino, there is no evidence that Prairie Island has won awards for its hotel
casino. See TIC's website at <treasureisland.com>.
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Bifold Co. (Manu.) Ltd., 50 F.3d 189, 216 (3" Cir. 1995).
As the subsequent and, therefore, junior user of the TREASURE ISLAND mark, it is

Prairie Island’'s own conduct that caused confusion, if any, in the marketplace. Prairie
Island intentionally held promotional campaigns to infer affiliation between its property and
TIC's property in Las Vegas by sending its patrons to stay at the Treasure Island at the
Mirage. Further it dropped geographically identifying information it had been using so that
consumers would not discover it was an Indian casino in Minnesota rather than a Las
Vegas casino. Any confusion occurring in the marketplace was engineered by Prairie
Island’s own conduct.
(1)  Prairie Island’s Intentional Affiliation with TIC

TIC opened its resort hotel casino in October 1993. See Russell Aff. J 16.
Evidence offered by Prairie Island in support of its Motion claims consumer confusion
commenced in August 1997, almost four years after TIC opened. See Call Tracking
Summary attached to Motion as Exhibit K. Essentially, the Prairie Island and TIC marks
had co-existed in the marketplace without confusion for almost four years.

Even prior to opening its latter conceived hotel in December 1996, Prairie Island
intended to create in the minds of consumers a belief of affiliation between its property and
that of TIC in Las Vegas. The Mirage resort hotel and casino, the sister property and
affiliate of TIC had become world-renowned as a.world class destination resort. See
Russeli Aff. 4 10. 11. Mirage Resorts Incorporated was also, and continues to be, among
Forbes list of best managed companies in America. See Press Release attached hereto
as 12. By naming its resort hotel casino Treasure Island at the Mirage, TIC intended to
identify its connection with its famous sister property. See Russell Aff. ] 14.

Prairie Island’s hotel opened on December 20, 1996. See Indian Gaming Article
Exhibit 7. Prior to the hotel opening, Prairie Island took steps to create an association in
the minds of consumers between its developing a 250 room hotel and the 2,720 room

hotel, Treasure Island at the Mirage in Las Vegas. In anticipation of the actual opening of
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its hotel, Prairie Island ran a promotional campaign to give away free trips to the Treasure
Island resort hotel casino in Las Vegas. See Las Vegas Trip Promotion in Island Times
dated January/February 1995 (“Las Vegas Trip Promo.”), attached hereto as Exhibit 13. If
a patron played the slot machines at Prairie Island and won a Golden Quarter, that person
was eligible to register for the Las Vegas trip drawing to Treasure Island at the Mirage.
See Deposition of Cindy Flemke pp. 264-265, attached hereto as Exhibit 14. The
promotion expressly states “to thank you for visiting Treasure Island in Minnesota, we'd
like to treat you to Treasure Island in Las Vegas.” It is interesting to note that in the
promotion, the lettering for TREASURE ISLAND IN MINNESOTA is identical in font, size
and coloring to that for TREASURE ISLAND IN LAS VEGAS. See id. Prairie island
intended to infer affiliation between the two propertiés and to associate itseif in the minds
of consumers with the internationally famous Mirage Resorts. Prairie Island solicited and
paid for its patrons to stay at the Treasure Island resort hotel casino in Las Vegas. Prairie
Island cannot now be heard to complain if confusion occurs as a result of this intended
affiliation.

(2) Prairie Island Discontinued Use of its Geographic Location
Designation

When Prairie Island first opened its hotel in December 1996, it took steps to identify
that it was the Treasure Island located in “Red Wing, Minnesota.” Its advertising and
promotional materials included the location of the hotel as Red Wing, Minnesota. See
Prairie Island promotion attached hereto as Exhibit 15. The employees answered the
phone using that location description as well. This is sensible as most of the Prairie Island
customers drive to the reservation from surrounding states. See Deposition of Michael J.
Childs, pp. 37, 67, attached hereto as Exhibit 16. During this initial time period, even
following the opening of the hotel, there does not apbear to be any instances of confusion.
Prairie Island offers no evidence to show otherwise.

The alleged instances of confusion began some time in 1997, after Prairie Island

stopped clearly identifying its location to the public as being in Red Wing, Minnesota. In
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1997, Don Peterson who was Prairie Island’s reservations manager left Prairie Island.
After his departure, the reservation staff dropped the “Red Wing, Minnesota” designation
from their telephone greeting. See Knapp Depo. pp. 14, 101-03 Exhibit 11. Lori Knapp
was one of the persons responsible for the decision to drop “Red Wing, Minnesota” from
the greeting. See Knapp Depo. p. 103. She believed the greeting was “cumbersome”
“awkward” and “lowered moral.” See Knapp Depo. p. 102. Other reservation staff at
Prairie Island admitted that they did not answer the telephone using the “Red Wing,
Minnesota” designation. See Deposition of Joni Marcks p. 46 attached hereto as Exhibit
17. See also Deposition of Laura Breitbarth p. 52 attached hereto as Exhibit 18. As the
telephone operators were no longer required to identify where the hotel and casino was
located, the predictable result of this change was potential confusion.

Promotional materials for the Prairie Island property stopped identifying the location
as Red Wing, Minnesota. See Promotional Information attached hereto as Exhibit 19.
Prairie Island’s newly created website at <treasureislandcasino.com> did not identify the
property’s location. This is supported by Prairie Island’s own evidence that some claimed
instances of confusion were people obtaining the phone number from its own website and
calling expecting to talk with Treasure Island at the Mirage in Las Vegas. See Reservation
Desk Information Sheets attached to Motion as Exhibit M. Even after filing this
cancellation proceeding in 1998 alleging consumer confusion, Prairie Island has not taken
sufficient actions in the marketing of its own property to reduce consumer confusion.

Prairie Island had every opportunity when it built its new hotel to ensure it was
clearly distinguishable in the marketplace and that no consumer confusion need occur.
The evidence suggests that no confusion occurred for more than four years after TIC
opened its Las Vegas property, and only came about, if at all, as a result of the Petitioner's
own actions of opening a hotel which it advertised in order to. obtain room reservations,
then later intentionally dropped the location information from its promotional materials and

telephone reservation responses. Prairie Island took steps contrary to making its property
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distinguishable in the marketplace. By doing so it drew itself closer to TIC. It cannot now
be heard to complain if confusion has occurred.
V. CONCLUSION

Genuine issues of material fact exist as to whether it is Prairie Island or TIC that
has priority in use of the TREASURE ISLAND mark. Additionally, Prairie Island’s
allegations of confusion are clearly the result of its own intentional acts to draw closer to
the more famous TIC mark. TIC should be entitled to present evidence on these factual

claims at Trial. Therefore, Prairie Island’s Motion for Summary Judgment must be denied.
/m
DATED this___ ] S _ day of April, 2005.
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UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK TRIAL AND APPEAL BOARD

Prairie Island Indian Community,

a federally recognized Indian tribe, - Opposition Nos. 91115866 and
91157981
Plaintiff,
Cancellation Nos. 92028126
VS. 92028127, 92028130; 92028133;
92028145; 92028155; 92028171;
Treasure Island Corp, 92029174, 92028199; 92028248;
92028280; 92028294, 92028314,
Defendant. 92028319, 92029325; 92028342;

and 92028379 (as consolidated)

AFFIDAVIT OF MARK W. RUSSELL. IN SUPPORT OF
REGISTRANT/APPLICANT’S OPPOSITION TO MOTION FOR SUMMARY JUDGMENT

STATE OF NEVADA )
COUNTY OF CLARK )

Mark W. Russell, being first duly sworn, deposes and says he has personal

knowledge of, and is competent to testify to, the following facts:

1. | am the Vice President and General Counsel of The Mirage Resort Hotel
Casino (“The Mirage”), a wholly owned subsidiary of Mirage Resorts, Incorporated. | have
been employed by a subsidiary of Mirage Resorts, Incorporated since June 1986 and The
Mirage since May 1998.

2. In 1989, | was the Vice President and General Counsel for GNLV Corp. and in
that capacity | signed the application for the Nevada State trademark TREASURE ISLAND
on behaif of GNLV Corp.

3. The TREASURE ISLAND mark was entered into Nevada trademark class 107
under Slot machines, which, in 1989, was the most suitable class available for the casino-
related services to be offered under the mark.

4, In 1989, GNLV Corp. owned and operated the Golden Nugget Casino in Las
Vegas, Nevada.

5. In April 1988, GNLV Corp, the predecessor-in-interest to TIC, adopted the
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TREASURE ISLAND mark and began the process of developing gaming devices through
slot manufacturer IGT that would use the TREASURE [ISLAND mark. The testing of these
devices began in 1988 as is evidenced by the IGT Slot Testing Report. See IGT Siot
Testing Report, which | have attached hereto as Exhibit A. This report is for the Treasure
Island slots that were developed, together with IGT, by Andrew Pascal.

6. The TREASURE ISLAND mark was used by GNLV Corp in its Golden Nugget
Casino, and later by its sister resort, the Mirage, in relation to casino services including on
slot machine signage, belly glass, billboards, and coin cups for slot tournaments, advertising
for slot tournaments and related slot merchandise from 1989 through 1994. See Screen
Printout of Treasure Island Slots attached as Exhibit B. See also, 1988-89 Belly Glass and
Billboard Documents attached to Opposition to Motion for Summary Judgment
(*Opposition”), as Exhibit 9.

7. The slot promotions using the gaming play on TREASURE ISLAND machines
was advertised on billboards throughout Las Vegas, Nevada. See TREASURE ISLAND
Billboard Contract dated May 23, 1989 attached as Exhibit C.

8. Because members of the public played the TREASURE I[SLAND slot
machines at both the Golden Nugget and at the Mirage commencing in 1989, use in public
of the TREASURE ISLAND mark for casino services is established from that time.

9. In 1989, GNLV Corp. was a wholly owned subsidiary of Golden Nugget,
Incorporated which changed its name to Mirage Resorts, Incorporated on May 31, 1991.

10.  Mirage Resorts, Incorporated through its wholly owned subsidiary owns and
operates “The Mirage” a world-famous destination resort hotel and casino located on the
“Strip” in Las Vegas, Nevada.

11.  Since before its opening in 1989, The Mirage has continuously used the mark
MIRAGE in connection with advertising and promoting its property in the United States and
around the world. The MIRAGE name and palm trees logo are among the most recognized

and respected names in the gaming industry. In fact, The Mirage name has become

AFFIDAVIT of MARK. W. RUSSELL 2



famous in the casino industry. Mirage Resorts, Incorporated and Mirage Resort Hotel
Casino have spent hundreds of millions of dollars over the past sixteen years to advertise
and promote the MIRAGE marks in print, broadcast media and on the internet through the
Mirage web site, accessible throughout the United States and around the world. Some of
the numerous publications that have reported on The Mirage and its parent corporation,
Mirage Resorts, are attached as Exhibit D. For example, Forbes Magazine in 1997 reported
that Mirage Resorts was selected the second most respected company in America and was
selected first among Hotels and Casino Resorts.

12. The Mirage name is famous and hés been adjudicated as such in court cases,

including Mirage Resorts, Inc. v. Stirpe, 152 F.Supp. 2d 1208, 1217 (D. Nev. 2000).

13.  On December 12, 1991 Mirage Resorts, Incorporated created and
incorporated a new subsidiary Treasure Island Corp. to manage the then future resort hotel
casino Treasure Island at the Mirage, built on The Mirage property.

14.  Mirage Resorts, Incorporated intended that the designation “at the Mirage”
show Treasure Island’s affiliation with its adjacent famous older sister property.

15.  Since at least October 7, 1992 the mark TREASURE ISLAND AT THE
MIRAGE was used by Treasure Island Corp. in pre-opening promotion of the Treasure
Istand at the Mirage resort hotel casino. See Federal Trademark Registration No. 1,918,033
attached to Opposition as Exhibit 4.

16.  On October 27, 1993, the Treasure Island at the Mirage resort hotel casino
opened in Las Vegas, Nevada. Treasure Island at the Mirage 2,500 rooms and 220 suites.
Iy
111
Iy
111
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17. On October 1, 1994, GNLV Corp. assigned all rights, title and interest in its
Nevada State registration for the mark TREASURE ISLAND to Treasure Island Corp. See
Assignment attached to Opposition as Exhibit 7.

DATED: April 14, 2005

Gl s

Mark W. Russell

SUBSCRIBED and SWORN to before
me this {Mthday oprrll 2005. . ..

e ) ,,

» / / B . i Lo .7. -:. - :.i"_. : . -
\f ///”M - C R
. h,jg,:a’ o B R

{}Jétary Public
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Stee Jobs's Secret Plan to_Take Back Apple

MIRED
mpanies

Masters of Innovation

RSB EBEERE s e e e s

Coca-Cola

Mirage Resorts
Merck

United Parcel Service
Microsoft

Johnson & Johnson
Intel

Pfizer

Procter & Gamble
Berkshire Hathaway
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RAMK | 1935 | COMPANY | SCORE
Coca-Cola ~affssrseel | ]iGoca-Cola ia 87
repeats this vear . | Bevorages _ E .
as America's 2 7 | Mirage Resorts | 8. 44
most admired & :Hotels, casings, resarts -
. . 3 | 6 Merck ? 8.34
con - :
ompany, gar wPharmaceuhcaIs

Hering praise for

L S 4 |51 ‘Umted Parcel Service | 8.31 s
f’-‘f’"ﬂ’ff‘flf i} Mail, phg. & freight delivery] RANK ;1335 | COMPANY SCORE
soundness, 5 | 7' Microsoft 1829 431 417 |TWA 342 serecersrene
manfigemem. e 'Computer&data services | _§ L AIr|I_I1(_€_S_ _____ :
queality, and in- 6 | 4 1lohnson & Johnson | 8.27 430 1408 | Standard Commercial |3.76 .
vestment vulue, s i | Tobacco N v
- 7 |8.27 429 415 | Kmart 382 .
§ Electronlcs _ B Jl o 7 _ [ General merchandise | Early in 1996,
% 8 |12 | Plizer 18.23 A28+ Canandaigua Wine . |4.03 THA was on the
1E | Pharmaceuticals C .. .1 |!Beerages o mend. Then came
" 9 | 2 Procter & Gamble Fa.la an ‘416 | Morrison Knudsen | 4,05 the crash of Flight
o). | Soaps, cosmetics B I Engineering, construction ; 800 and a PR
10 17 Berkshire Hathaway | 8.18 426 401 Flagstar 407 . S
+  Diversified financial Y Foo(ig services o ’;;;;{?lfn: H(‘;
425 414 USAir Group 413 o secon
0 hiines ) straight year as the
424 399 | Beverly Enterprises  14.31 least admired.
s | Healthcare S
423 411 | Amerco 4.44
Trucking i
422 107 FCaIFed Bancorp 444

THE MOST ADMIRED

THE LEAST ADMIRED

fter a year defined by the slick
image-making of presidential
politics, i's refreshing to note
that corporate reputations are
built on firmer ground. In-
deed, FORTUNE's 15th annual survey
of corporate reputations shows once
again that what elevales companies
above their peers is a lot of honest hard
work. In the preceding pages, we've
described the major role of innovation
in enhancing companics’ standings. In
addition, there emerge this vear three
other bedrock elements of success: the
soundness of a company’s financial
structure, the caliber of its manage-
ment, and its value to investors over
the long term. Eight of the top ten
companics in the survey excel in these
key attributes of success (see box),
And Coca-Cola, which repeats this
year as America’s most admired com-
pany, beat all comers in cach.
This year’s list, prepared by the re-
search firm Clark Martire & Bartolo-

TLLUSTRAT

| Savings institutions

meo, brought some real surprises,
Three new companies appeared in the
top ten—United Parcel Service (No.
4), Pfizer (No. B), and Berkshire Hath-
away (No. 10), They joined perennial
top performers tike Merck (No. 3),
Microsoft (No. 5), and Tntef (No. 7).
The basement featured four newcom-
ers: Cal Fed Bancorp (No. 422); Bev-
erly Enterprises (No. 424), a health
care provider; Flagstar (No. 426), a
tood service firm: and Canandaigua
Wine (No. 428). They accompany
some repeat performers—Kmart
{No. 429}, Standard Commercial, a to-
bacco and wool concern, (No. 430),
and Trans World Airlines (No. 431).
TWA achicves the highly dubious dis-
tinctton of being the lcast admired
company for three straight years.

But what a year it was for repeat
winner Coca-Cola. The Summer
Olympics provided the Atlanta-based
soft drink maker with a spectacular
showease lor its ubiquitous global

IONS BY TE

brand, Coke also scored points for its
business prowess, articulated elo-
quently in its bold capture of a major
PepsiCo bottler in South America.
Chairman and CEOQ Roberto Goi-
zueta says that a big part of what at-
tracted the bottler to Coke was the en-
thusiasm, honesty, and guality of his
work force. Says Goizueta; “Employ-
ees with integrity are the ones who
build a company’s reputation, Work-
ing for the Coca-Cola company is a
calling. It’s not a way to make a living.
It's a religion.” And amen to Coca-
Cola’s results: Tt earned $3.5 billion
last year, a 179 increase over 1995, It
also provided a whopping 43.3% total
return fo investors in 1996, 23 points
higher than the S&P 500 index, and its
ten-year performance delivered a plat-
inum 29.8%. average annual return.
That kind of run buys a lot of ad-
miration, but Intel’s 1996 total return
to investors of 131.2% deserves out-
right worship. Intriguingly, the Santa

RRY ALLEN



RAFAEL FUCHS

BIGGEST

COMPANY

Centinental Airtines
Chairmant and CLEO
Gordon Bettunie has o
for to sinile abowt, By
vastly improving fts ser-
vice to customers, Tis
company jetted wp nearly
100 pluces o the list,

BIGGEST GAINS OVER LAST YEAR

I

%CHANGE ' SCORE

A
L]
L]
[
*
.
.
(]
»
*

GAINERS
AND

** ¢ Continental Airlines
PacifiCare Health Systems |

. 31.3% | 5.6
270% 614

Oryx Energy . 8% 1631

LOSERS Omnicom Group o 15.0%. . 7.56
Salomon i 204% 1531

G, Herman Miller L 139% 1

' Freeport-McMoRan o 145% 1730
Morrison Knudsen i 296% 405

Hitton Hotels . 145% 694

Tyco International | "135% 110

BIGGEST LOSSES OVER LAST YEAR

Clara, California. chipmaker drew
higher praise for ils innovation than
for its financial performance—which
says a lot about its engineers. Mirage
Resorts, which got high marks for its
ability to provide quality service, to
attract good people, and to innovate,
moved from No. 7 to No. 2. CEO Ste-
phen Wynn's transformation of mun-
dane hotels and casinos into spark-
ling paming palaces has forever
changed Las Vegas. For his cfforts,
Wynn's company was rewarded with
the fourth-highest overall ranking in
quality of management.

Another first-rate manager. War-
ren Buffett, drove Berkshire Hatha-
way, the holding company he runs,
into the No. 10 spot. Berkshire's [i-
nancial reputation scores remained
even (read; excellent) with [ast
vear's. Likewise, Procter & Gamble,
the Cincinnati-bascd household

COMPANY L %CHANGE ' SCORE
AT&T . -237% | 561
Caliber System P-209% 521
Tenet Healthcare : ~118% 581
Humana C-11.7% | 5.09
Viacom -15.1%  6.08
Arkansas Best ~18.3% 4.6
Apple Computer - -168% 487
Intl. Flavors & Fragrances  -12.2% 6.1
Warnaco Group . -141% 555
Consolidated Freightways -141%  5.95

products maker, notched its highest
score in the management eolumn,
apparently reflecting the exemplary
Job CEQ John Pepper has done in
cutting more than $3 billion in costs
over the past five years,

s for those companies that
took o hit to their reputations,
let’s start with Rubbermaid,
the housewares giant that be-
strode the No. 1 spot for twao
years before Coke's ascension in 19935,
The Wooster, Ohio, company lost its
decade-long residency in the top ten,
talling to No. 22. Once heralded as a
modcel of how to run a company, Rub-
bermaid this year saw its quality-ol-
management score drop by 12%. The
compiny is still fecling the effects of a
wrong turn i made a couple of years
ago. Forced Lo raise prices after its cost
of raw materials increased, it passed



on the hike to its customers and
sparked a feud with its biggest buyer,
Wal-Mart. Lower earnings resulted.
AT&T wishes it had Rubbermaid’s
problems. Appearing uncertain in the
wild new frontier of dercgulated tele-
com, Ma Bell free-fell from No. 45 to
No. 351, posting this year's higgest loss
in reputation. The company was inad-
vertently cast as the poster boy for cor-
porate downsizing after it announced
in late 1995 that it wouid lay off 40,000

EIGHT KEY
ATTRIBUTES

OF REPUTATION

Coca-Cola dominated, finishing first in five

of the eight key corporate attributes, including financial sound-
ness and quality of product, and ranking second in two others.

ABILITY TO ATTRACT, DEVELOP,

employees. But analysts say AT&T’s INNOVATIVENESS AND KEEP TALENTED PEOPLE
repulation was dealt a far harder blow oo snwneo SCORE MOST ADMIRED SCORE
‘:'htm. [I'ts sccor;c{!-\ and third-quarter Enron T 901 Micrasol] 905
aperating prohits sevsenssases Mirage Resorts 880 Coca-Cola L]
failed to meet ex- H : I tol CTTTTTRR M R t SR 852"
pectations. The el —_— nrage OSOI‘ L. .
performance un- g LEAST ADMIRED SCORE LEAST ADMIRED " SEORE
derscored  the | TwA 388 TWA 262
company’s slug- T fmart 7378 Morrison Knudsen 385
gish response to Cal Fed Bancorp 3 81 Standard Commerc!al 369
competition from | T ’ | ’
rival long-distance Mirage Resorts
cartiorsand ahost i simong - QUALITY OF MANAGEMENT QUALITY OF PRODUCTS
of smaller. new . OR SERVICES
X i T mmanagenent with ‘
1?‘_30‘13};\_“(‘1"1[’?" splashy Vegas aets __HOSTADKIRED SCORE MOST ADFRED SCORE
n,l('_':!’ 1Re p‘:jt)‘nt- like magicians ~ Goca-Gola 930 Coca-Cola . -
C[' s l'llj(r*o'w SIS Siegfried and Roy Berkshire Hathaway 016  MirageResorts 915
1t s like a guer- 10 gain the  Microsoft 8.93 “Walt Disney 5.83
rilla war in this Now 2 spot - —= - e
markel now,” says YOS APOL T EasT ADMIRED SCORE LEAST ADMIRED SCORE
Bear Stearns analyst William Death-  TWA 315 Kmart 404
crage, and AT&T isn't used to com- Canandalgua Wlne 381 Southern Pacific Rail 415 5
peting with nimble adversaries. Archer Damels M[dtand 392 TWA 4 27
Aunother high-profile tumble was e T
suffered by entertainment giant Via-
com, which nose-dived from No. 63 to K&ESFT&SI‘EQTLONGJERM FINANCIAL SOUNDNESS
No. 290, Though it basked it the glory
of two blockbuster movies produced MOST ADMIRED SCORE MOST ADMIRED SCORE
by its Paramount unit—>Mission. fin- Coca-Cola s Coca-Cola .44
possible and Star Trek: First Contact— Berkshire Hathaway B. 31 Microsoft ‘942
it c.xpcricnccd tm.'mnil inthe exeeutive  icrosoft 873 Umﬁd F'_é'rcei Serwce ‘919
suite when Chairman Sumner Red- T CooTTm
stone jettisoned CEO Frank Biondi. LEAST ADMIRED SCORE LEAST ADMIRED SCORE
WA 287 Twa R
oving to the resurrection  USAIr Group o 321 Amart o 285
department, it's plain to _AppleComputer 322 Standard Commercial 298
see thal some companics
seized on the vpportuni-
o o o COMMUNITY AND ENVIRON-
. W ties a purring ceonomy of-  MENTAL RESPONSIBILITY LUSE OF CORPORATE ASSETS
fered. Case in point: Continental Air-
lines, which won bragging rights as HOS1 ADMIRED SCORE MOST ADMIRED SCORE
this year's comeback kid, climbing  Coca-Cola 835 Berkshire Hathaway 884
from No. 412—sixth worst—io No. Herman Miller 823 Coca-Cola 8. 74
317 CEQ Gordon Bethune's hands- Corning 8.03 McDonalds ' 825 )
on management approach and the . o ' '
airline’s much improved quality of LA AOMRED - S LA f‘nmm S008E
service were reflected in our survey, St-am-jard Cdmmerclal - - 3‘397 Morrison Knudsen - 2.9
with 34% and 329 jumps in cach cat- Archer Daniels Midland ~ 3.92 Standard Cummarclal 3 56
Amerco 3.94 Kmart 3. 59

egory. respectively. But it didn’t hurt



WHAT THEY
DID FOR
SHAREHOLDERS

THE MOST ADMIRED

COMPANY TOTAL RETURN T0 INVESTORS
COMPOUND ANHUAL RATE | 1986-96 1596
Coca-Gola we% | 3w
_erage Rasurts _21 9% !254%
Merck 21% | 240%
*United Pa Parcei Serwce . NA}_TA.
Micresoft . 45% | 88.3%
Clohnson & Johnson | 222% . 181%
Intel L aB% 1812%
‘Pfizar 21 7% | 34.0%
Procter & Gamble C219% | 321%
Borkshire Hathaway | 28.3% '!Wii%'
ao o um | A

N.A. Nof applicable.

LEAST ADMIRED

THE

COMPANY TOTAL RETURN TO INVESTORS
COMPOUND ANNUAL RATE 1986-56 1998
WA NA. | -367%
Standard Commercial 65% @ 1134%
“I(mar! - " ‘ 05% 456%
VCanandmgua Wine C118% !—126“/.:
Morrison Knudsen T ' ” NA
” Flagstar : NA. —710%
-Usnerroup ~A2% 764%
'Bevér‘ly Enlarprises I -2.3% 260%
Amerca CONA 66I%
Gal Fed Bancorp _146% © 55.6%
S&P 500 8% | 203%

N.A. Not available.

that the robust economy drove de-
mand for air travel higher, prompting
industrywide hikes in tickel prices.
That helped the company post record
year-end operating profits—$556
million. Not bad for a company that
used to simply lose less money than
usual during good economic years.
Says Bethune: "We were ready to
capitalize on a good rising tide, and
we didn't have any holes inour boat.”

The least admired companies
turned in dismal performances in the
financial soundness, management

quality, and long-term investment cat-
egories. TWA, for instance, actually
flew high during the first six months
of the year, with the company’s share
price climbing from around $10 in
January 10 a $23 high in April. Then
came the Flight 800 crash in July and
the airline's achingly slow response.
TWA failed so poorly in communi-
cating with families of the victims that
onc PR manager at another airline
faxed TWA a how-1v guide in crisis
management. Later in the year the
airline announced that, to curb losses
in its transatlantic business, it would
initiate a major rollback in its opera-
tion at New York City's Kennedy air-
port. Shares now hover around $6.
Meanwhile, Kmart ranked poorly
again as its turnaround appeared to
run out of gas. Analysts say the Troy,
Michigan, retailer desperately needs
revenue growih, but can’t bower prices
without risking ero-
sion in its fragile earn-
ings picture. Kmari
CEO Floyd Hall
might find solace in
the fact that the con-
pany’'s quality-of-
management score

Company reputations are refiected i EVA-—-
operating profits did or did not exceed cost of capital.

THE MOST ADMIRED

did so largely on the strength of higher
scores in the talent column. Salomon
Inc.’s reputation was stung in last
year’s list after the company’s invest-
ment-bank unit tweaked that most sac-
rosanct of Wall Street holy objects—
compensation-—and set off an exodus
of talent. Salomon Bros, CEO Deryck
Maughan shelved the much maligned
pay-for-performance system, and Sal-
omon’s score in the talent category
subsequently rose an impressive 449,
That hefped lift the company from No.
410 to No. 371 in the overall standings.

But advertising giant Omnicom
Group fared even better. It leaped
from No. 169 to No. 31 after experi-
encing a 20% increase in its talent
score. Nothing draws skilled hands to
your ship like a clearly defined desti-
nation and a plan to get there, and last
year Omnicom provided both, |t
made an unambiguous move into cy-
berspace with its acquisitions of mi-
nority stakes in eight interactive ad-
vertising agencics. Walt Strect liked
what it saw, and the stock rose from
$35 last year to a recent $48 per share.
“At one time Omnicom was playing
catch-up with its competitors,” says

USING CAPITAL WISELY

how much

THE LEAST ADMIRED

rose 25% this yoar,  COMPY i CoMPANY m{m

Then again, the re-

tailer has one of the Coca-Cola . $214tl TWA : el
worst rankings in the Mirage Resurts _ H$3ﬂ Standard Commercial ~ —$21
use-of-corporate-as-  Marck $LI15  Kmarl —$1,294

sels category and Was— yyited Parcet Service $295 Canandalgua Wine $10

also slapped in the N : -
quality-of-service col- Microsoft $1 345 Marrison Knudsen _$12
umn. Analysts arc  Johnson & fohnson 584_1_ Flagstar 3235
apocalyptic about the intel ?2!4_31 USAir Group -$155

company s fu}.u_rej Pfizer $562  Beverly Enterprises  —$119

I8 a lost cause,”™ says : S o
Robert F. Buchanan  Procter & Gamble — $624  Amerco -$60
of NatWest Sceurttics. Be__lfkshire Hathaway NA Cal Fed Bancorp -$93

Some compinies
like Microsoft ranked well because of
their ability to attract and keep tal-
ented people. Microsoft takes this is-
sue very seriously, and the software co-
fossus, known for luring high-1Q
workers to Redmond, Washington,
leads the tield in attracting hot talent to
its ranks. In fuct, two companies that
posted big pains in reputation this year

Karen Ficker, an analyst with Furman
Selz. “Today it's receiving credit for
its strategy and for achieving some ag-
gressive earnings cxpectations.”
There are no magic tricks here, or at
other companics that scored well this
year There’s just solid performance
—the surest way anyone has found to
shine a corporate reputation.
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1. Coca-Cola 8.87

A
THE

C’:L‘M_Ir—azg it-e-s_oﬂs__s 44 >

3 Merck 834

4 UPS .31

5 Microsoft 8.29

6 Johnson & Johnson 827
7 intel 8.27

8. Pfizar 823

9. Procter & Gamble 8.18

; 10. Berkshire Hathaway 3.18

14. Home Depot 7.9%
15. Levi Strauss Associates 7.97
16. Walt Disney 7.97

¢ 17, McDonald's 7.95

18. General Electric 7.92
19. Gillstte 7.91

20. Boeing 7.9¢

21. Enren 7.89

22. Ruthermald 7.8t

34. American Brands 7.49

35. Kimberly-Clark 7 49

36. Du Pont 7.43

37. Oracle 7.46

38, Merrf Lynch 7.46

39. Fed. Nati. Mortgage Assn. 7.45
40. Mobit 7.45

41. Korfolk Southern 7.44

12, Albertson's 7.41

23. Herman Milder 7.78

24, Cardiral Health 7.66

25, Goodyear Tire & Rubber 7.64
26. USAR 7.67

21. Motorola 7.61

28. Amarican Int, Group 7.58
29. J.P. Morgan 7.57

30. Shell 0il 7.57

31. Omnicom Group 7.56

32. M.A. Hanna 7.52

33, Interpublic Group 7.50

1L IMB14
* 12 Hewlakt-Packard .06
. 13 Coming 8.03

MOST
ADMIRED

HOW THIS WAS DONE

This year's survey of America’s most admired
companies comprises 431 FORTUNE 1,000 com-

4

44,
45.
46.
41
18,
49,
50.
al.
52.
53
54,
55,
56.
57,
58.
59.
60.
6l.
B2.
63.
64
63.
66.
67.
68.
69.
10
.
12
73.
74.
79,
76.
17
78.
79.
0.
81.
82.
83.
84
85
B6.
87
8.
89.
90
g1
52,
LKR
i 04
95
96.
97.
98.
)
; 10C. Sears Roeduck 7.05

i 101. Schering-Plough 705
i 102. 18M 7.04

103
i 104. Monsanto 7.03

. Caterpillar 7 41

Exxan 7.40

Southwest Airlines 7.39
Coca-Cola Enterprises 7.38
Alcoa 7.38

Leggett & Platt 7.37
Anheuser-Busch 7.35
Deere .35

Emerson Electric 7.35
Xerox 7.35

Manpower 7.34

General Re .32

Sun Mlcrosystems 7.32
Citicarp 7.31

Walgreen 7.30

Fed, Home Loan Mig. Assn. 7.30
Fresport-McMoRan 7.30
Williams 7.27

Chubb 7.7

Abbatt Laboratories 7.24
Wal-Mart Stores 7.24
Marciatt International 7.24
Morgan Stanfey Group 7.23
Liz Clalborne 7.23
Southerm 7.22
Frasport-McMoRan C&G 7.22
Sysco 7.22

Fluoe 7.20

Eil Litly 7.19

Northwestern Mut. Lite 7.18
Campbell Soup 7.18
Lockheed Martin 7.17
Armstrong World Ind. 7.17 g
CUC Infernational .17
Eastman Kodak 7 36
Federal Express 7.15
Chrysler 7.15

Comnpag Computer 7.15
FPL Group 7.14

Genaral Mills 7.14

Sara Lee 7.13

Dow Chemical 7.12
Columbia/HCA Healthcare 7.1]
Pantnergy 7.10

Tyco Internationa) 2.10
HOH Industries 7.10

Publix Super Markets 7.10
Hucor 7.09

State Farm Group 7.08
Amoco 7.07

United HealthCare 7 07
Gisten 7.06

Kordstrom 7.06

Dew lones /.06
Washingten Mutual 7.06
ConAgra 7 06

Unifl 7.05

Springs Industries 2.03

panies, divided into 49 distinct industry groups. j 100, e Laute 701

More than 13,000 senior executives, outside directors,
and financial security analysts were asked to rate the ten
largest companies {or in some cases fewer) in their own in-

dustry by the eight key attributes of reputation (see box). This
year we added two new industry groupings: recreation equipment

and temporary help. We divided insurance companies into two sep-

arate categories: property and casualty, and life and health. We have

also eliminated ties in the rankings by carrying each company's score out

to six decimal places and then rounding it off to two decimal places. An in-

dex of companies appears at the end of the listings.

8.5 8
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106. Nestté 6.99

107. Gannett 6.98

108. Tribune 6.97

1 109. Pramark International 696

| 110 Shaw Industrles 6,96

111. Golden West Finanelal 6.96

112. Kousehold International 6.95

113. PepsiCo 6.95

14, Unlor Pacific 6.95

115, Safeway 695

116, AMR 6.94

117. Alco Standard 6.94

118 Hiltan Hotels £.94

115. AlliedSignal 6.94

120. Charles Schwab 6.93

121. Clrcus Gircus Enterprisas 6.97

122. Amerlcan Home Preducts 6.52

123. Nlinols Tool Works 6.92

124, United Technologies 6.91

125. Allstate 6.90

126. CPG Intemational 6.89

127. McKessan 6.89

128. €larox 6.89

129. €54 6.88

130. Haneywall 6.88

131. Chevion 6.87

132. Brunswick 6.87

133. SBC Communications 6.80

134. Bustington No. Santa Fe 6.85

135 Ryder System 6.85

136. BankAmeria £.85

137. ¥F6.84

138. HJ. Helnz 6.84

139. Bristol-Myers Squihh £.83

140 A, Schulman 6.83

141. Colgate-Palmolive 6.82

142, Now York Lile Insurance 6.8

143. Cyprus Amax Minerals 5.80

144. Russell 6.79

1145, Genulne Parts 6.79

‘146 Textrom 6.78

147 Phlbp Morris 676 & 5 v &

148. Marsh & McLennan 6.75

149, Sonat 6.76

150. Cooper Tirs & Rubber 6.76

151. Toxas Instruments 6.75

152. KatiansBank 6.74

153. PaclfiCare Health Systems §.74

154, Unllever 674

155. American Exprass 6.74

156. Banc One 6.73

157. Arrow Elactronlcs 6.73

158. Vulcan Materlals 6.72

£159. Mitchell Energy & Davel. 6.71

; 150 Intl. Flavors & Fragrances 6.71

+161. Travelars Group 6.70

i 162. Dell Computer 6.70

i 163. NGG 6.70

| 164. Host Marriott 6.6%

:165. KN Enargy 6.67

i 166. Phelps Dodge £.67

{167 First Data 6.6¢

L 168. ROV 6.67

169. Amerlcan Honda Moter 6.66

170. Compater Associates Int). 6.66

* 171, Twner Broadcasting 6.66

{172, Doan Witter Mscover 6.66

; §73. May Department Stores 6.63
t74. Brinker Intemnational 6.62

175. Parker Hannifin 6.63

L75. Kroger 6.60

177. lngersoll-Rand 6.60

! 178, Butomatic Data Proc. 6,60

: 179. Cireuit Gity Stores 6.60

£ 180. 1T Hartlord Group 6.60

181. AL 6.58

182. Office Dapot 6.58

1 183. L.C. Panney 6.56

1184, Bergen Brunswlg 6.54

1185, Knight-Ridder 6.54

: 186. Harrah's Entertainmant 6.54

187. Toys “R™ Us 6.54

188. Joknson Contrals 6.53

i 189. BP America 6.53

; 190. Ford Motar 6.57

i191. Texaco 652

1 12 Kimball Intemational 6.52

1193, Ghase Manhattan 6.52

- 194. American Efectric Power 6.50




{ 195. Wendy's Intemational 6.49
w 196. Weyerhasuser 5.48
'197. WestPaint Stevens 6.48
: 198 PPE Industries 6.48
{ 199. Mead 6.47
L 200. Mrea 6.47
| 201. New York Times 6.45
1 202. Rockwal! Imemationaf 6.45
1 203. Intemational Paper 645
- 204. Therma Electron 6.45
205. Halliburtan 6.45
206. American Grestings 6.45
207. Lowe's .44
708. Principal Mutual Lie ins. 6.44-
209. Dover 6.44
210, Seagate Techmology 6.43
: 211, Union Camp 642
' 212 Black & Decker 6.42
! 213. TRW £.42
214. First linion 6.42
215 Cummins Engine 541
216. Dana 6.41
7. Tojas Gas 6.41
218. AX Steel Holding 6 4]
719, Northwest Alrlines 6.4]

121. Foster Whenler 6 41
{ 222. Pacific Gas & Electric 6.40
223. Student Loan Mikg. Assn. 6.40
224, Polaris Imdustries 6.40
1 225. Edison international 6.40
i 226. Daimler-Benz A 639 -
: 227. Siemens 6.39
228. McDonnell Dougtas 6.38
229. Centex 6.33
230. Reynolds Meials 6.38
231. Reader's Digast Assn, £.38
. 232 Stanley Works 6.38
- 233, Yexas Utilitias 5.37
{234 Pulte 6.37
5. Wamner-Lambait §.36
1 236. AR Donnelley & Soss 6.36
1237 TIAKG.35
; 38, Tenneco 6.35

“239. BelSouwth 635 v w @ * @ @

* 240). Computer Sciences £.33
l1’-11 Bayer 6.32
242, Oayton Hudson 6,37
| 743, US. Heatthcare 6.32
+ 244 Equitable 6 37
+ 245, Orys Energy 631
* Z46. Owens-Corning 6.31
1 247. Supervalu 630
48, 1TT6.29
© 249. Cona Mills 6.29
; 350. Sprint 6.29
, 251. Avon Products & 78
252 Philkips Petrolewm 6.28
: 253, Atumax b 25
i 254 American Stores 6.25
1 255 Bear Stoarns 6.25
* 796. A.G. Edwards & Sons 524
¢ #57. Roadway Express 6.23
- 258 Ameritech 6.22
. 259. Raytheon 6 21
| 260. General Dynamics 6.20
| 261. GREF 6.20
+ 262. Bridgestone/Firestona (.19
- 263. Kelly Services £.18
; 264 McEraw-Hill 6.18
! 269 Becton Dickinson 6 18
. 266, Standard Fed. Baacarp. 6 18
| 267, Union Carbide & }7
: Z68. MCI Commurications 6.17
: 769. Newell £.17
1 270. First Chicago NBD f.16
| 271. Entergy 6.16
| 272, Asarea 6.15
I 213. B.¥. Goadrich 6 15
£ 714. RJR Nabisco Holdings 6.15
: 275. Coleman Holdings £.14
" 776. Adoiph Coers £.14
¢ 277 ITT Industries 613
| 278 Limited 6 13
| 279. Fumiture Brands Intl.5.13
; 280. Burlington Industries 6.13
; 281. Winn-Dixis Stores 6,12
+ 282. Sundstrand 6 1/
{ 283 Mark I¥ Industries 6 10
' 284 Loews 6.10
i 285. US Freightways 6.09
286. Delta Air Lines 609
| 287. Bell Mlantic 6.09
! 288. Poter Kiowil Sons’ 5.09
i 289. Landstar System 6.09
, 290. Viacom £.08
: 291 Mohawk Industries 6.08
i 792 Liberty Mutual Ins. Group 6.08
- 293, Mmerican Standard 6.07
. 284 Hoechst Celanese 6.07
1795 Pilney Bowes 6.05
: J96. BASF 603
* 297, Federatad Depl. Stares 6 05
;298 Rayehem 6.05
1 295 Barter international 6.00
300 Case 600

0.5

220. Jacobs Engineering Group 6.41

i 361. Nerthrop Grumman 5.98
J02. Bankars Trust N.Y. 5.7
; 303. CO1 5.97
- 304. Crewn Cark & Seal 5.97
i 305. L.B. Hunt Transport Sves. 596
i 306. Food Lion £.95
: 307. Volt information Sciences 5.95
* 308, Pharmacla & Upjohn 5.94
i 309. Canon U.5.4. 5.94
: 310. Dresser industriss 5.93
! 311. PriceCostco 5.92
+ 312 Charter One Financial 5.90
: 313, Conrall 5.88
. J14. Metrapolitan Life Ins. 5.88
: 315 Comdisco 5.88
; 316. Dillard Department Stores 5.86
| 317. Continental Airlines 5.86
; 318. IBP5.85
i 319. Times Mlrror 5.85
£330’ Alr Express Imternationaf 584
| 321. Equitable Resaurces 584
| 322. Colins & Alkman 5.83
1'373. American Genaral 5.83
1324, Aramark 5.82
' 324, Tenet Healthcare 5.81
! 326. Whiripood 5.81
327, EGRG 581
: 328. Timo Warner 5.80
i 329. Masco 5.79
: 330. General Motars 5.76
331. Flestwood Enterprises 5.76
~332 W.F. Ahmanson 5.75
333. Owens-IHinols 5.75
; 334. Dun & Bradstreet 5.74
© 335. Fleet Financial Broup 5.72
1 336 U.S. Industries 5,70
! 337. Airhomie Fralght 5.69
‘ 338. Natlonwide Ins. Enterprise 569
! 339. Hetene Curtls Industries 5.69
* 340. Cigna 5.68
341. USG 5.68
1 347, Pittston 567
: 343. Bausch & Lomb 5.67
| 344. Polaraid 5.66
! 345. Public Sve. Entr. Group 565
: 346. NorAm Enargy 5.64
: 347, Georgia-Pacltic 5.64
. J48. GTE 5.64
: 349. MaseoTech 563
- 350. Mlaska Air Group b 53
. 351, ATAT 561
1 352. Great Westarn Financial 5.57
- 353. Consolidated Freightways 5 55
© 354. Warnaco Group 5.55
- 355. WallPoint Health Hetwks. 5.54
* 356. Novell 5.54
357. Mbeito-Gulver 5.53
358. USX5.5)

6

t
1359, Ball 5.49
1 360. Bally Entertainment 5.49
*361. Enserch 549
+ 362. UST5.47
i 363, Ruby Tussday 5.47
i 364. Fleming 5.47
: 365. Con Edlson of N.Y. 5.44
: 366. Turner Corp, 5.43
367 Tandy 5.42
368 11¥5.36
' 369. Unicom 535
1 370. Melviita 5 33
1371 Satomon 531
1372 US West 5.31
1373, Fred Meyer 5.3}
: 374, Schuller 5.28
375, Aetoa Lile & Casualty 5.26
[ 376. Champion International 5.23
:377. Intand Stael Indusiries 5,22
: 378. Brown-Forman 5.7}
. 3749 Catiber System 5.21
380, Triare 5.20
£ 381. Health Systems Intl. 5.18
382 L% Seagram 5.15
{ 383 W.R, Grace 5.12
1 384. Occidental Petroleum & 11
+ 385. Archer Daniels Midiand b.1)
+ 386. Digital Equipment 5.11
: 387. Foamex International 5 11
1 J88. Paine Webibar Group 510
* 389. Humana 5.09
- 390. Fieldgrest Cannon b 06
i 391. Ial 5.04
392 Westinghouse Electric 5.03
393. Umiversal 5.07
394. Kellwond 5 0t

5.5
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£ 396.
- 397.
398,
393,
| 400.
| 401.
| 402
| 403.
1404,

40
. 406
a0

; 408,

LAY
£410

411.
412,
413,
414,
A5
416.
. Southern Pacific Rail 4.58
418,

=

a1

5

FHP Inteinational 4.99
Maxxam 4.95

Duthoars Marine 4.94
Southiand 4.92

Jamas River of ¥a. 4.9]
Nynex 4 88

Apple Computer 4.57
Prudential lns. of Amer. 4.84
Unisys 4.80

Dimon 4.78

AP A T7

Boise Gascace 4.77
Lehman Brothers Holdings 4.74
Merisel 1.73

America Wast Rirlines 4 73
Woaiwerth 4.77

Bothlshem Steel 467
Shaney's 4.67

Fiuit of the Loom 4.63
Glendate Federal Bank 4.60
Yellow 4.59

Foodmaker 4.5

Whitman 4.5

i 419. Stone Container 4.49
1420. Family Restaurants 447
! 42]. Mrkansas Best 4.45
422, Cal Fed Bancorp 444
1423, hmesco 444

{ 424. Beverly Enterprises 4.31
: 425, USAir Group 4.13

1476 Flagstar 4.07

1477, Morrlson Xnudsen 4 05
: 428. Canandaigua Wine 4 03

THE
LEAST
ADMIRED

L X N N N

'479. Kmart 3.82
430. Standard Commerclat 3.76
431, THA 3.42

4.5



HOTELS, CASINOS, RESORTS -

1995

INDUSTRIES

Who knows a company better
than its competitors? Here's
how peers rank one another in
their own industry groups.
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THE

SECR

OF AMERICA'S MOST
ADMIRED CORPORATIONS:

y

aking it to the

top of FOR-

TUNE’s most

admired com-

panies list is a
bit like scaling a half-dozen
Everests at once. A company
has to conquer a slew of dam-
nably difficult challenges.
Management, product quality, and financial soundness
must be unsurpassed. Stockholders must be seduced. A
company needs to be an exemplary corporate citizen,
and it has to attract white-hot talent. But to be genu-
inely admired, an ineluctable quality must be in the nux
as well: a spark that ignites the work force and allows
the enterprise to respond readily to change. That in-
gredient is innovation, and all the top companies em-
brace it passionately.

Innovation abounds at ever-fertile 3M Corp., which introduced
500 new products Iast year. It's the force behind Pfizer, now known
for having the best pipeline of new drugs coming to the market. It’s
what galvanizes Intel, whose brilliant new microprocessors keep
driving the world’s voracious appetite for computers.

It’s not just manufacturers that win reputations for delivering
creativity, either. Enron, a very different kind of power company, and
Mirage Resorts, a dazzhing collection of Las Vegas gambling casi-
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Companies that know how to innovate
don't necessarily throw money into R&D.
Instead they cultivate a new style of cor-
porate behavior that's comfortable with
new ideas, change, risk, and even failure.,
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nos, were ranked first and sec-
ond for innovation among all
431 companies in this year’s
list. Even Coca-Cola, which
has made nearly all its fortune
from a single unvarying prod-
uct for more than a century, is
relentlessly innovative.

But that raises the ques-
tion: Just what is innovation? [t isn’t necessarily frizzy-
haired scientists in white lab coats, though too many
people think it is. Says Douglas Ivester, chief operating
officer at Coke: “LEverybody falls into the trap of look-
ing at the latest gadget, or thinking that creativity has
to be in the arts and sciences. But you've got (o en-
courage creativity in staffing, strategy, branding, and
business processes t00.” You might say, then, that in-
novation is a style of corporate behavior that's com-
fortable with, cven aggressive about, new ideas, change, risk, and
failure, And it must permeatc avery **teesmesssscsnecs

wide swath of an organization in or- * “Computer modeling of
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der to make a ditference. * drugs... heiped  Pfizer
But that doesn’t mean you have to o win a reputation for
spend gobs of money on innovation. s innovative and  prof

A FORTUNE analysis of 143 com- o itabie new medicines.”

panies, comparing R&D expendi-
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COVER STORIES

tures as a percent of sales and rank on this
year’s innovation list, reveals that there is
very litile correlation between R&D
spending and standing on the list. For
some, the relation between R&D dollars
and perceived innovation is downright per-
verse. Pharmacia Upjohn spends over 18%
of revenues on research, more than almost
any major company in any industry. But
the pharmaceuticals company ranks 339th
in innovation this year.

Bright ideas are an important part of
innovation, of course. But as Steve Wynn,
CEO of Mirage Resorts, observes, they
aren't terribly rarc. “Three executives sit-
ting in a room can get 40 good ideas rico-
cheting off the wall in minutes.” The chal-
lenge is gelting a steady stream of good
ideas out of the labs und creativity camp-
fires, through marketing and manufactur-
ing and all the way to customers. In most
companies a good idea is a fragile thing,
“like a lighted match, easily blown out by
the coid winds of rigid management,” says
Enron President Jeffrey K. Skilling.

It's not that corporate bigwigs are espe-
cially stupid. Often, good ideas die when that
new creative culture the boss es-
pouses collides with a sound but
outdated managerial approach
still embraced in remote outposts
of the corporation.

David Lieberman, marketing
director at GVQ, a Palo Alto in-
novation consulting firm, tells
the story of a company
“known by three ini-
tials” whose creative
types had come up with
a great idea for a new
product. Just about eve-
rybody loved it. But it
was shot down at the last
minute by a high-rank-
ing manufacturing exec-
utive. “A new color?”
the executive exploded.
“Do you have any idea
of the spare-parts prob-
lem that will create?”
This was no dimwit exasperated at having
to build a few new storage racks at the
warchouse. “He'd been hearing for years
about cost cutting, lean inventories, and
‘focus,” says Lieberman. “Good concepts,
but not always good for innovation.”

Get innovation right, though, and you
can change the rules—and the profits—of
an entire industry. Virtually all the com-
panies with high marks for innovation on
REPORRTER ASSQCIATL Raji M. Rao

GETOLD MANU-
FACTURING
DIVISIONS THAT
THIEY SHOULD
FUND R&D
ONLY TFTHEY
WANTED TO.

this year’s most admired list have had a
significant impact on their industry and, in
the process, produced impressive in-
creases in earnings and market capitaliza-
tion. Take Enron, for example, which got
the highest innovation score of all this
year. Just ten years ago the Texas company
was losing money. Today it is highly prof-
itable, and its stock has quadrupled over
that period. How did Enron do it? Not by
being a humdrum gas utility,

ometime, when you are having a

very slow day, take a look at an

old map of all the natural gas

pipelines crisscrossing the

United States. To any idiot, it
looks like a vast cobweb of interconnec-
tions, capable of shipping gas from any gas
ficld to any local gas company. But a dec-
ade ago, to the geniuses in Washington
and in the utility businesses, it was no such
thing. Government regulation required a
gas pipeline to run single-mindedly from a
specific field to a particular utility com-
pany, with few shifts or diversions.

Along came Kenneth Lay. In 1986 his
company, Enron, had just been
formed by the merger of two nat-
ural gas giants. Lay figured it was
a good opportunity to change
the entire way they did business.
“I was trained as an economist,
loved free markets, and was con-
vinced that government regula-
tion was causing most
of the problems in the
gas industry.” And he
viewed that national
map of gas pipelines dif-
ferently than just about
everybody.

Lay recognized that
by pushing deregulation,
Enron could use all
those natural gas lines
as a network to buy gas
where it was cheap and
ship it to where it was
needed. So, while most
gas ufilities were vigorously resisting der-
cgulation, Enron hired aggressive, well-
compensated traders and almost single-
handedly began creating spot markets in
gas. 1o accelerate the growth of the new
cultures he needed, Lay created several
new public companies, majority owned by
Enron. Those gung-ho traders went to one
company; later, cmployecs beating the
bushes for business in Third World coun-
tries got sct up in another.

And while his colleagues
in the gas business har-
rumphed that there was no
need for a spot market, En-
ron found its new approach
and structure could reduce
the cost of gas for some util-
ities by 30% to 50%. “We
changed the concept of how
the natural gas industry was
run—new products, new
services, new kinds of con-
tracts, new ways of pricing,”
says Lay.

Success bred new ideas.
With ‘the cost of free-
market gas so cheap, Lay
thought the unthinkable:
using gas for fuel in electric
gencration plants—some-
thing forbidden under old
federal regulations. Enron
built and operated its own
gas-fired power plant in
Texas, showing that it could
compete economically
against coal-fired plants,
with far less pollution. “We
created a huge new market
for natural gas as fuel for
electric generation,”

The company is even expanding over-
seas and has just finished building a 150-
megawatt plant in Hainan Province,
China. Gadgets, patents, doodads? AL En-
ron, not a one. Nevertheless, Ken Lay has
turned Enron into the most innovative
power company in the country.

Innovation, though, doesn’t always
need to be played out on such a gramd
scale. Sometimes it’s the little things, the
details, that count. For instance, what
made Mirage Resorts No. 2 in innovation
and in overall reputation was CEQ Steve
Wynn's simple but creative idea: Give
people great service, great food, and en-
tertainment they can’t get in Kokomo,
and they will pay for it. “When someone
walks into the Mirage, you can never tell
if he is going to drop $500 at the tables,
or $100,000,” says Wynn, **We treat them
all the same.” His $475 million Treasure
Island casino hotel is the first one de-
signed to generate more revenue from
nongambling sources than gambling.
And it is running at a 99,4% occupancy
rate. A $1.35 billion casine is under
construction.

The key to Mirage’s soaring stock
price (its return {o investors has aver-
aged 229 a year for the past decade),




Wynn says, was get-
ting thousands of
easily burned-out
employees to be en-
thusiastic about ser-
vice. His proudest
morale-boosting in-
ventions? Spending
more per squarc
foot to build the employee cafeteria than
he did on the hotel's coffec shop; deco-
rating the back corridors that employecs
use the same way that guest corridors are
(not in gloomy industrial green); and not
Icast, insisting that if managers and su-
pervisors can’t explain why they're ask-
ing employees to do something, then the
troops don’t have to snap to, Is good
service innovation? When Wynn intro-
duced it to the sleepy paming industry, it
SUre was.

Sometimes it takes a crisis to turn plod-
ding. sweaty, cautious companics inte dar-
ing, windswept, leading-edge types. Says
Stephen Tang, a vice president at man-
agement consultants A.T. Kearney; “Fre-
quently the difference between being
merely a good company and an imnovative
one is realizing you've got a big problem
uilike any you've ever had, and then doing

BRIGHT IDEA
A once sleepy
cHErLY COmpany,
Enron is revolu-
lonizing ity mar-
kets. Shown here is
its 130-megawatt
plant in China,

something about it that you've never done
belore,”

That description fits few companies bet-
ter than Chrysler. The carmaker ranks
16th on this year's innovation list—ahead
of Sun Microsystems, surprisingly, and Mi-
crosoft. A few years ago, though, Chrysler
was writhing near bankruptcy for the sec-
ond time in a decade. Desperate, 30 top
executives met and rewrote the book on
carmaking, says Chief Executive Robert
Eaton. The result: Chrysler was the first to
put together teams that included people
from engineering, marketing, and manu-
facturing, all working simultaneously to
design new cars, Tt developed kinder, gen-
tler relations with suppliers that have re-
duced costs and are a model for the in-
dustry. Suppliers were also given frec rein
to come up with novel solutions to design
problems.

Now Chrysler gets innovative new mod-
cls to market faster than any other of the
Big Three. Hard to belicve, but the Viper,
that testosterane-rich 12-cylinder sports car
launched in 1992, is the oldest car in Chrys-
ler's fleet. The new Chrysler Concorde
sports an aluminum hood—a lightweight
but hard-to-use material that other big car-
mikers have found impractical. The inno-

vation has paid off. Chrysler has the high-
est margins per vehicle and the best-per-
forming stock of any American automaker.

ot a crisis but a giant flop em-

boldened Coca-Cola to be-

come more innovative. It

learned, with some embarrass-

ment, that failure isn't fatal. In
the early 1980s, Coke was staid, steady, and
losing market share to Pepsi at home. In
1985 it nervously trotted out sweeter New
Coke, which bombed. But demand for
Coke Classic surged, making Chief Excc-
utive Roberto Goizueta, and the rest of the
company, view Coke in a new way. “New
Coke made us realize that Coca-Cola was
more than a flavor or a bottle,” he says. “1t
was o mental attitude.” Energized, the
company since then has generated one of
the most imaginative, pervasive, and suc-
cessful brand-image campaigns.

Just as important, Coke learned it conld
recover from, and cven capitalize on, the
gaudiest screwup, “Some people think
there arc 'You bel your company’ deci-
sions,” says Goizucta. *There are no such
things. Every decision has two parts. You
muake it, and then you make a decision to
continue it or to change it.”
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Of course, most companies shouldn’t
need the threat of bankruptcy or the em-
barrassment of a New Coke to make them
more innovative. It sounds like an oxy-
moron, but creativity and innovation can
be managed, at least to some degree.

Take thosc white-coated researchers.
You don't want to stifle them, but neither
do you want them drifting into outer
space, oblivious of the need to come up
with something practical. Ronald Jonash,
head of the technology consulting practice
for Arthur D. Little, says onc consumer
products company just stumbled on an ef-
fective arrangement. “By a freak accident
of the budgeting process, a group of R&D
people were being paid half by the re-
search department and half by the manu-
facturing section.” Without meaning 1o,
this company had created a direct line be-
tween the manufacturing floor and R&D.
“It produced very different, very innova-
tive behavior,” says Jonash.

General Eleciric made even more ex-
plicit steps in that direction when it de-
clared that the manu-
facturing divisions GLITZ CITY
were free to fund GE's  Thinking owt-
R&D centers if they  side the box,
wanted toor spend the  Miruge helped
money elsewhere.  turn Las Vegas

into a destina-

That scared and de-
moralized the scien-  rion for families.

tists for a while. “They
were feeling jerked
around, trying to sell
themselves,” one GE
executive admitted at
an A.D. Little seminar.
“But now it is a much
healthier, more straie-
gic Jaboratory.”

It's also important
to give creative types
room to play. At
Plizer, CEOQ Edward
Steere presses re-
searchers not to fall
into the common trap
of concentrating on
arcas where they are
familiar and comforta-
ble. Instead he urges
them to stretch into
promising new ap-
proaches like genetics
too, Plizer’s labs in-
clude the biggest over-
seas R&D center of
any American drug
company. which is lo-

caled in England. Being far away, re-
scarchers are refreshingly uncowed by au-
thoritics in New York, highly creative, and
well-positioned to get Pfizer’s drugs
tested and into overseas markets quickly.

Pfizer, like most drug companies, comes
upon some of its new ideas through acqui-
sitions, It has invested in scores of small
independent biotech firms but avoided a
pitfall that frustrates many big drug com-
panies. Steere’s practical rule: “Don’t pour
too much money into a little company,
Otherwise, half the scientists there will
cash in their shares and quit.”

And sometimes good things just, well,
pop up. A compound that Pfizer was test-
ing for angina was supposed to improve
bload flow to the heart. But when the
medicine was tested on a group of college
students, they kept getting erections, (One
can imagine the topic of conversation a
the frat house dinner that night.) “Turns
out there were more receptors for the
medicine in the penis than in the heart,”
Steere says with a wry smile. Plizer plans
to file Viagra as a remedy for impotence
with the FDA this year. If approved, says
Steere, “take one an hour betore you think
you're going Lo get lucky.”

Steere’s approach is paying off. The
company now has two blood pressure
drugs, a fungus medicine, and a treatment
tor depression, each pulling in around

L
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31 billion a year. Pfizer has surpassed
Merck as the most iwnovative pharmaceu-
ticals company on this year's list.

f your creative types aren’t getting
lucky enough, you might want some
help from outsiders. The Doblin
Group, innovation consuitants in Chi-
cago, sends tecams of cuitural anthro-
pologists to camp out with a client’s cus-
tomers. They watch what customers do,
need, like, or hate, and try to come up with
a drop-dead new product or service that
nobody knew they needed. “It’s brutally
hard work,” says Larry Keeley, Doblin’s
president. “Don’t try it at home.”

Keciey says he is surprised and disturbed
to find that the marketing departments at
many large companies are oflen the least
receptive to innovation. “They study data,
they ask you what you don’t like about your
VCR, they make straight-line extrapola-
tions. But they don't get powerful new in-
sights that way.” When companies start to
itch for a dramatic breakthrough product,
the impulse usually begins high up in the
organization. “it's CEQs, division heads,
strategists. The people who are watching
the bloody margins spiraling down.”

Does every company need to he drop-
dead innovative, killing itself for the next
breakthrough blockbuster? Probably not.
Lots of big companies do just fine by tweak-
ing & product—putting
sparkles in loothpaste
and colored dots in
laundry detergents. Un-
til the advent of man-
aged care, drug compa-
nies often made out like
bandits by making pills
just fractionally better
than their previous
ones, but priced three
times higher.

So don’t abandon a
healthy business just for
the sake of trying to be
innovative. It's often
enough, say the experts.
1o make sure there are
lots of pood ideas in
various stages of fer-
mentation. When the
time comes, though, be
willing to take risks. If
you wait to move until
everything is certain,
you can be sure your
competition will be
there first. @
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MGM MIRAGE Among Forbes List of 'Best Managed Companies in America'
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MGM MIRAGE Among Forbes List of 'Best
Managed Companies in America’

Thursday January 6, 3:00 pm ET

LAS VEGAS, Jan. 6 /PRNewswire-FirstCall/ -- Forbes magazine has named MGM
MIRAGE (NYSE: MGG - News) one of the "Best Managed Companies in America,” as
part of its annual Forbes Platinum 400 list of lop-performing big corporations. MGM
MIRAGE was cited alongside only 25 other companies and was recognized as first in
the "Holels, restaurants and leisure" category.

"This recognition reflects our
company's solid business
practices, financial viability,
and outstanding
performance,” said Terry
Lanni, Chairman and CEO of
MGM MIRAGE. "The
commitment of each of our
employees and the dedication
of our management team has
made this recognition
possible.”

ADVERTISEMENT

Mortgage Rates at
Historic Lows

Upto dTiee oftels - Free il secmnls

e Tag

To identify leaders from each
industry category, Forbes
ranked companies within their
industry by many financial
metrics, including growth in
sales and earnings, leverage,
slock market returns and
earnings forecasts. From these ranks, each company received a composite score.
Next, a financial analytics firm determined an overall score on each company for
accounting and governance practices, financial condition and earnings quality. Finally,
Forbes editors and writers looked closer at the top-ranked companies in each industry
and considered factors that might not show up on a financial scorecard. From this
process, the winners were selected for each industry.

MGM MIRAGE (NYSE: MGG - News), headquartered in Las Vegas, Nevada, is one of
the world's feading and most respected hotel and gaming companies. The Company
owns and operates 11 casino resorts located in Nevada, Mississippi and Michigan,
and has investmenis in three other casino resorts in Nevada, New Jersey and the
United Kingdom. For more information about MGM MIRAGE, please visit the
company's website at http://www . mgmrmirage.com.
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Statements in this release which are not historical facts are "forward looking”
statements and "safe harbor statements™ under the Private Securities Litigation
Reform Act of 1995 that involve risks andfor uncertainties, including risks and/or
uncertainties as described in the company's public filings with the Securities and
Exchange Commission.
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MGM MIRAGE Named Fortune Magazine's 'Most Admired' Casino Resort Company

prnt 2-mail fink HGY
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LAS VEGAS, March 9 /PRNewswire—FirstCall/ —- For the fourth year in a row,
Fortune Magazine has named MGM MIRAGE (NYSE: MGG) one of "America's Most
admired Companies" in its annual survey of companies with large U.S.
operations.

MGM MIRAGE was rated the "Most Admired" casino resort company in the
Hotels/Casinos/Resorts category. Overall, MGM MIRAGE ranked second in the
Hotels/Casinos/Resorts category after Marriott International, a non-casino
hotel resort company.

"We are very pleased to be recognized by Fortune Magazine for the fourth
rime as our industry's tep hotel casinoc resort company, " said J. Terrence
Lanni, Chairman and Chief Executive Officer of MGM MIRAGE. "This ranking
reflects the quality of our top-notch management team and our employees'
commitment to excellence."

To identify "America's Most Admired Companies" for 2005, Fortune and its
research partner, the Hay Group, asked 15,000 executives, directors and
securities analysts to select the 10 largest companies they admire most in
their industry, based on eight criteria. Criteria included: innovation,
financial soundness, employee talent, quality of management, use of corporate
assets, long-term investment, social responsibility, and quality of
products/services.

MGM MIRAGE (NYSE: MGG), headgquartered in Las Vegas, Nevada, is one of the
world's leading and most respected hotel and gaming companies. The Company
owns and operates 11 casino resorts located in Nevada, Mississippi and
Michigan, and has investments in three other casine resorts in Nevada, New
Jersey and the United Kingdom. For more information about MGM MIRAGE, please
visit the company's website at http://www.mgmmirage . com.

Statements in this release which are not historical facts are
"forward- looking" statements and "safe harbor statements" under the Private
Securities Litigation Reform Act of 1995 that involve risks and/or
uncertainties, including risks and/or uncertainties as described in the
company's public filings with the Securities and Exchange Commission.

SOURCE MGM MIRAGE

Web Site: hitp:/www.mgminirage.com

lssucrs of news releases and not PR Newswire are solely responsible for the accuracy of the content.
Terms and conditions, inctuding restrictions on redistribution, apply.

Copyright © 1996- 2005 PR Newswire Association LLC. All Rights Reserved.
A United Business Media company.
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Prairie Island Indian Community,

UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK TRIAL AND APPEAL BOARD

a federally recognized Indian tribe, Opposition Nos. 91115866 and
91157981
Plaintiff,
Cancellation Nos. 92028126
VS, 92028127, 92028130; 92028133
92028145; 92028155; 92028171;
Treasure Island Corp, 92029174, 92028199: 92028248:

92028280; 92028294; 92028314;

Defendant. 92028319, 92029325; 92028342;

and 82028379 (as consolidated)

AFFIDAVIT OF TOM MIKULICH IN SUPPORT OF

REGISTRANT/APPLICANT'S OPPOSITION TO MOTION FOR SUMMARY JUDGMENT

STATE OF NEVADA )
COUNTY OF CLARK )

Tom Mikulich, being first duly sworn, deposes and says he has personal knowledge

of, and is competent to testify to, the following facts:

1.

AFFIDAVIT

| am the President and Chief Operating Officer of Treasure lsland at the
Mirage in Las Vegas, Nevada;

I was first engaged as the Casino Administrator at the Golden Nugget Hotel in
May 1989. Thereafter, | became the Assistant Siot Manager and then the
Slot Manager at the Golden Nugget Hotel.

When 1 arrived, | learned that the Company had been developing a series of
new slot machines for the Golden Nugget, including a line of slot machines
that were branded “Treasure Island.” The machines were installed in the
Golden Nugget at or near the time ! first arrived at the Hotel.

In addition to the belly glass, signage appeared above the siot machines to

prominently attract our patrons.



10.

11.

AFFIDAVIT

Our sister property, the Mirage Hotel, opened later in 1989 and Treasure
[sland slots were also installed at the Mirage Hotel.

The Mirage Hotel opening was so successful that during the first day of
operation, the casino actually ran out of coins.

During the first year of operations, the net revenues from the siot machines at
the Mirage totaled approximately $120 Million, or double that of the revenue
generated by the average hotel/casino in Las Vegas. Literally millions of
dollars flowed through the Treasure Island themed slot machines over the first
several years of operation at The Mirage.

To promote casino play on the slot machines, an extensive advertising
campaign was launched, including billboards that rotated throughout Las
Vegas that would show the Treasure Island name and icon and state “ONLY
AT THE MIRAGE” or “ONLY AT THE GOLDEN NUGGET.”

Similarly, the coin cups at the properties also used the Treasure Istand name
and icon; thousands of coin cups bearing the name and icon have been taken
home by tourists over the years.

When Treasure Island at the Mirage opened in 1993, it was immediately
successful and shared great popularity because of its location immediately
adjacent to the world famous Mirage Hotel. Since opening, our more than
2,800 rooms have enjoyed a remarkable annual occupancy rate of more than
90%. For example, most recently we have enjoyed occupancy rates in 2002
of 94.42%; in 2003 95.59%; and in 2004 97.22%.

Despite the high occupancy rates and more than one million annual room
nights, which is the number of rooms we have available x 365 days per year,
we have had virtually no instances of confusion between our property and the
Prairie Island Red Wing, Minnesota property. In fact, | am personally

unaware of any instances of confusion between out hotel/casino/resort and



12.

that of the Prairie Island Indians. Perhaps this is due to the fact that our
resort offers a wide array of amenities and activities. We have, for example,
eight major restaurants, not including several smaller food vendors,
nightclubs and the long-running, internationally acctaimed Cirque du Soleil
production, “Mystere.”

We continue to benefit from our location adjacent to the Mirage Hotel, which
continues to be known as one of the world's preeminent destination resorts.
The hotels share a tram, which transports our patrons from one property to

the other, thus significantly increasing our visitor volume and national

visibility.

DATED: April 14, 2005

SUBSCRIBED and SWORN to before
me this /44 day of April, 2005.

"

[~

Tom Mikulich

R\ CINDY L. CANNELLA §

Natary Public State of Nevoda
No. 96-6121 1
My appt. exp. Feb. 1 2009

L Commatda

7

Notary Public

T:\0108.00002\Affidavit of Tom Mikulich - Opposition to MSJ (7367).00C

AFFIDAVIT



Prairie Island Indian Community,

UNITED STATES PATENT AND TRADEMARK OFFICE
TRADEMARK TRIAL AND APPEAL BOARD

a federally recognized Indian tribe, Opposition Nos. 91115866 and

Plaintiff,

VS,

91157981

Cancellation Nos. 92028126
92028127; 92028130, 92028133;
92028145; 92028155; 92028171,

Treasure Island Corp, 92029174, 92028199, 92028248,

92028280; 92028294, 92028314,

Defendant. 92028319; 92029325; 92028342,

and 92028379 (as consolidated)

AFFIDAVIT OF RONDI L. ROWLAND IN SUPPORT OF

REGISTRANT/APPLICANT’S OPPOSITION TO MOTION FOR SUMMARY JUDGMENT

STATE OF NEVADA )
COUNTY OF CLARK )

Rondi L. Rowland, being first duly sworn, deposes and says that she has personal

knowledge of, and is competent to testify to, the following facts:

1.

AFFIDAVIT

| am an employee of MGM MIRAGE, INC. | am the Assistant to Mr. Alan
Feldman, Sr. Vice President of Public Affairs for the corporation, and also
provide assistance to Yvette A. Monet, Public Affairs Manager for MGM
MIRAGE.

Treasure Island Corp. (“TIC") is a subsidiary of MGM MIRAGE. | have been
employed by MGM MIRAGE, or its predecessors in interest, and have worked
for Alan Feldman, continuously for the past fifteen (15) years.

The Public Relations Department has contracts with various clipping and
news story retrieval services, including Nexis.com. We use these services to
help us track the various news stories and reports about the Company and its

various resort hotel/casinos.



Yvette A. Monet, of our office, retrieved the attached news articles through
the Nexis.com service. These articles are the electronic version of newspaper
and magazine reports that have appeared in publications such as Forbes,
The Los Angeles Times, The Chicago Tribune, The New York Times, The
Washington Post, The Seattle Post Intelligencer, The Washington Times, The
Vancouver Sun in British Columbia, The Chicago Sun Times, The Seattle
Times, The Wallstreet Journal and various news bureaus such as The
Associated Press, the PR Newswire and many others.

News reports about Treasure Island at the Mirage appeared in countless
newspapers, magazines and related publications around the country and
throughout the world, from the time the new hotel casino project was
announced in 1991 through the hotel's construction and highly acclaimed
opening in 1993.

In addition to the press and public relations coverage that the Company and
the casino resort received, millions of dollars of paid advertising was spent
prior to, and within, the first two years of its opening.

Attached to my affidavit is a small sampling of some of the hundreds of
newspaper and magazine articles that have appeared in publications

regarding the announcement of the Treasure Island at the Mirage project.

DATED: April 15, 2005

e loatord]

Rondi L. Rowland

(NOTARY SIGNATURE ON FOLLOWING PAGE)

AFFIDAVIT
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Forbes
December 9, 1991
SECTION: FOLLOW-THROUGH; Pg. 12
LENGTH: 211 words
HEADLINE: Enter Wynn
BYLINE: HOWARD RUDNITSKY; EDITED BY EDWARD GILTENAN

BODY:

KIRK KERKORIAN'S MGM Grand and Circus Circus Enterprises are building huge
theme casino/resorts to draw more middle-class families to Las Vegas. Kerkorian's $
1 billion MGM Grand complex will have a movie-fantasy theme playing off popular
films from the venerable Hollywood studio. Circus Circus' $ 290 million attraction,
still unnamed, will be built around a science fiction theme inexplicably housed in an
Egyptian pyramid (FORBES, Sept. 30).

Now Stephen Wynn, the able chairman of Mirage Resorts, is getting into this high
stakes act. In October Wynn announced his ambitious plans to build Treasure
Island, a 3,000-rocom, $ 300-million-plus hotel/casino with a pirate theme. Together,
the three projects will increase the number of Las Vegas hotel rooms by at least
14%. They are slated to open within months of one another, in late 1993 through
mid-1994.

Wynn's Treasure Island will dampen his rivals' hopes of having the mass-market
casino idea all to themselves. But the biggest losers will likely be Las Vegas' smaller,
plain vanilla casinos, which are already scrambling to survive in a glutted market.

First Boston gaming analyst Daniel Lee thinks the new projects could further squeeze
some of Vegas' poorly managed hotel/casinos.

Los Angeles Times

November 17, 1991, Sunday, Home Edition
SECTION: Travel; Part L; Page 1; Column 3; Travel Desk
LENGTH: 2662 words
HEADLINE: LAS VEGAS ERUPTS IN BARGAINS,
SIN CITY'S ATTEMPT TO LURE FAMILIES AND LOW-ROLLERS PRODUCESTHE
LOWEST PRICES IN YEARS
BYLINE: By BARRY ZWICK, TIMES STAFF WRITER
DATELINE: LAS VEGAS

BODY:



In those glorious days when the Mob ran Las Vegas, life was cheap. Drinks were too.
And meals and rcoms. Why, they just gave them away.

Those glorious days, my friend, are back.

Two weeks ago, I saw the Folies Bergere at the Tropicana Hotel for $10.50. Twenty-
five years ago, to see the same show, I had to pay $12.50.

Why so cheap?
I had a coupon. In fact, everyone in line had a coupon.

Discount coupons are a way of life in Las Vegas today. You'll get a pile of them in the
mail two days after you make your hotel reservation for an air/hotel package.
Otherwise, they'll be waiting for you at the front desk. The clerk at the airport car
rental counter will hand you some more. They'll be stacked up in your hotel lobby.

Las Vegas is simply awash in discount coupons. Every day is like Thursday afternoon
at Ralph's.

Some examples: Free admission to the antique car museum at the Imperial Palace,
normally $3.75. Half-price on the Island Buffet at the Tropicana, already a dirt-cheap
$3.95. Two for the price of one at the Liberace Museum, normally $6.50 a head. Five
dollars off the $22.50 ticket price for Jeff Kutash's "Splash” at the Riviera. Free
tickets to the "Viva Las Vegas" show at the Sands, normally $10. Free wine at the
Dunes. Three free drinks and two free desserts at the Flamingo Hilton.

Las Vegas has always offered bargain brunches and, to patient gamblers, free drinks.
But show discounts? Free shows? What has happened? Why now?

For one thing, Las Vegas has added 13,000 rooms in the last two years, including
4,032 at the Excalibur, which opened last June, and 3,049 at Steve Wynn's Mirage,
which opened seven months earlier. Occupancy has dropped from 87.4% last year to
77.6% this year. As a result, Las Vegas hotels are giving away the store to fill all
those rooms.

“All the new hotels have certainly keened the competition up,” said Don Payne of the
Las Vegas Chamber of Commerce. "But in this quixotic market, every time you put
3,000 rooms up, and they say there's a surplus, the new hotei suddenly gets 90%
occupancy.”

Another factor is the economy. "The bargains you're talking about," Payne said, "are
a reflection of our feeling on people's will to spend discretionary income. In other
words, the recession."

Kathy Espin, who handles publicity for the Stardust, has a seasonal explanation:
"This is our traditional (end-of-the-year) slump. People have social obligations
elsewhere. Occupancy at all the hotels suffers, and we're pulling out all the stops."

Payne compares the present to the late '60s, "before the bean-counters took over.
The new management decided that everything had to pay its own way, starting with
the rooms. The one thing they kept was the free parking."



Coupon madness is raging at the best places. Even the posh Desert Inn is giving
away coupons for free drinks at Jeff Kutash's "Showstopper," a brand-new show by
Las Vegas' hottest choreographer.

But the biggest news right now is the bargains on air fares and room rates.
Southwest Airlines introduced a $29 one-way air fare (from Burbank, Ontario or LAX)
on Nov. 1. Southwest also offers air-and-hotel combinations for two nights for $69.

During weekdays, rooms at the Imperial Palace, the Excalibur and the Aladdin are
down to $20 for a double. They're $30 at the Sahara and Circus Circus.

(A caveat: You must book three weeks in advance for the airline deals, about two
weeks for the hotel discounts. For hotel reservations, use the numbers listed in the
"Guidebook," or the ones you find in Sunday newspaper advertisements. Often, main
hotel switchboards are not aware of these discounts. If there's a convention in town,
you'll pay top dollar. A national convention of undertakers was here when I was, and
1 had to pay the full price of $89 for my room.}

Meal prices in Las Vegas, meanwhile, have hit Depression levels. Downtown, at Lady
Luck, you can eat three buffet meals a day for a total of $8.89.

Las Vegas on $25 a day? You bet. And you'll have enough left over for nicke! slots at
the Riviera, 50-cent roulette at the Stardust and dollar craps at the Golden Nugget.
Not to mention the best free show in town, the exploding volcano in front of the
Mirage, which erupts every 15 minutes after sundown.

Does this tell us that the so-called "grind," or low-rollers, trade has taken over Las
Vegas? Have senior citizens on bus tours replaced high-rollers as the mainstay of Las
Vegas' business?

Step with us now into the casino of the Imperial Palace. Here, under a ceiling
crawling with hideous bronze dragons, slot machines spread out as far as the eye
can see. Two white-haired women sit side-by-side, feeding quarters to the machines.
One, whose name tag says Thelma, is smoking. The other picks up a glass and takes
periodic sips. "Can you believe it?" she asks. "They gave me a free drink and I'm not
even a big gambler. I don't even know whether a full house beats five of a kind."

Outside, seniors pour out of three buses, and the Strip Trolley -- a hotel shuttle bus
disguised as a tram -- discharges what looks like the vanguard of a nerd invasion
from Caltech. The visitors carry their suitcases through the casino, jostling furious
patrons, and take an elevator upstairs. Later, they will be chastised for standing over
the blackjack tables with calculators in hand.

You'll have to go elsewhere to find the high rollers. Check out the baccarat tables at
the four most expensive hotels in town -- the Desert Inn, Bally's, the Mirage and
Caesars Palace. Few Americans are playing the high-stakes games these days. Males
carrying Asian passports keep them going.

New games have been introduced as a result. A two-handed variation of poker called
pai gow is everywhere,

Somewhere between the Mirage, at $99 a night (down from $130), currently the
most expensive hotel in town, and the Imperial Palace, at $20, lies a great bargain



hunter's middle ground.

Circus Circus, always a good deal at $44, has lowered its rates to $30 per room,
sleeping up to four people. Circus Circus pioneered the kid-friendly casino/hotel
concept when it opened in 1968. The hotel, and the medieval-themed Excalibur it
sired, represent the new Las Vegas, a city that Mayor Jan Laverty Jones wants to
promote as a desert resort for the whole family. Late last month, Steve Wynn of the
Golden Nugget and the Mirage announced that he, too, would be building a family-
oriented hotel, with 3,000 rooms.

Circus Circus' upstairs midway, where kids are allowed to play unaccompanied by
adults, features free circus acts, leaning to trapeze and high-wire artists, from 11
a.m. to midnight. Contortionist Rudolph Delmonte, so nimble he can lick any body
part below his neck, draws big crowds. Look for mobs of kids playing carnival games
and making silly faces in the fun house mirrors. While their parents are off gambling,
the kids run back and forth, in and out, up and down the elevators. It's all free,
whether you're a hotel guest or not.

Even kid-haters love the dinner buffet at Circus Circus, an incredible feast for under
$3.99, Ten thousand people eat here every day, the hotel claims. The lines are long,
but they move quickly. Friday is seafood night, with six seafood items among the 45
at the buffet. Flounder and cod, rarely seen at buffets, are here.

On your way out of the buffet, you'll be given a book of coupons.

Circus Circus has been such a success that its owners decided to huild ancther theme
hotel: the Excalibur. The Excalibur puts up nearly as many kids as Circus Circus. Its
noon and 2 p.m. "Wonderful World of Horses" shows, starring the Royal Lippizaner
stallions, are a big draw at $5.95. For rooms, too, the price is right: $20 per night
between Thanksgiving and Christmas. The theme here is supposed to be Olde
England, but the exterior is clearly modeled after a 15th-Century Bavarian castle.
With 4,032 rooms, this Is the largest resort hotel in the world. Excalibur draws older
kids than Circus Circus, mostly teen-agers, and rather than running around in the
casino they go jousting out in the parking lot.

For a more adult experience, the Tropicana is a good bet. To young, sophisticated
Americans, the Tropicana has become what the Dunes was in the '60s. It's down
from $89 a night to $55 now -- still no great bargain, but the food is: $3.95 for the
breakfast and lunch Islander Buffet, $4.95 for supper.

Guests registering at the Tropicana, where I stayed, get a sheaf of discount coupons:
half-price for the Folies Bergere, $2 off at the Java Java Room coffee shop and half-
price at the Islander Buffet. With your half-price coupon, you get endless trips to the
breakfast bar for $1.95 -- rows of tropical fruits, exotic omelets, seven kinds of
doughnuts and something you'll never see at Circus Circus: unlimited soft drink
refills.

And, when you cash in your half-price coupon, you get . . . two more coupons,

At the other end of town, the Golden Nugget, the AAA-rated four-diameond luxury
.king of downtown, is giving away its big Victorian rooms for $58 this month and $49
"in December for two. We're talking about four-poster beds and expensive-looking
antiques.



From Dec. 8-26, Southwest Airlines' packages will cost just $74 per person for two
midweek nights at the Golden Nugget, with air fare.

Wynn spent millions redecorating the Golden Nugget. The lobby is lined with
gleaming white marble. In the hotel and casinc you'll find gold-plated elevators,
vases, telephones, even slot machines. And a huge gold-plated Big Six wheel. You
might expect to find the heavy hitters gambling here, but not necessarily. The
opulent Golden Nugget is the home of nickel slots and dollar craps.

"We have dollar blackjack, too," said Alan Feldman, vice president of Mirage
Resorts, Inc, "But we also have $100-minimum craps, and $100-minimum
blackjack. We're one of the few downtown casinos with baccarat. We feel that part of
the appeal of downtown is that it appeals to a wide variety of players. You never turn
your back to the nickel slot player.”

The busiest slots in the Golden Nugget face the buffet restaurant. This Is where you
wait for your number to be called, half an hour on Sunday. The Sunday champagne
brunch, at $9.50 per person, would seem to be a big splurge by Las Vegas
standards. But this is a four-plate, two-bowl, all-you-can-eat brunch. And beautiful
to look at: smoked salmon, cherry cheesecake, fresh melon, gefilte fish, blintzes in
strawberry syrup, French toast, Spanish omelets, roast beef, ham, turkey and shrimp
salad.

The champagne is only Jacques Bonet, but you get vast quantities.

The brunch is offered all day Sunday. From 11 p.m. to 5 a.m. every night, the
Golden Nugget sells complete steak dinners for $1.99.

At show time in the new, lean Las Vegas, the real bargains begin -- or end,
depending on your tastes. Magic shows are steep and rarely discounted. Tickets for
Siegfried and Roy at the Mirage start at $67.30.

But tickets for "Crazy Girls" at the Riviera -- 12 young women telling X-rated jokes
and taunting males in the audience -- sell for only $9.95, including two drinks. The
performers lip-sync to lewd tapes and dance topless, too. In fact, this is the
raunchiest show in town.

Folies Bergere, in contrast, is topless for only a few minutes. This is Las Vegas'
longest running show, 32 years old, and cheaper than ever . . . thanks to coupons.
Depending on which coupon you use, the $21 two-cocktail show costs either $15 or
$10.50.

How does the show look to someone who last saw it 25 years ago? Wonderful. The
singing is better, the '50s songs are new, the comedian, Ray Fell, is much, much
funnier. And you no longer have to slip somebody a $10 bill to get a front-row seat.
Just get in line early.

The hottest ticket in town is "Enter the Night" at the Stardust, featuring Bobbie
Berosini and his performing orangutans. At $33.25, this is no bargain by current Las
Vegas standards. But if you stay at the Stardust between Dec. 1 and Jan. 30, your
tickets are free. A double at the Stardust during this period will cost just $32 in the
brand-new tower, $22 in the motor inn. The deal is good on weekends, but not on



New Year's Eve or Super Bowl weekend, Jan. 25-26. The Stardust will give guests 25
free raffle tickets on a 1992 Saturn from Dec. 15-25.

Visitors now rate hotels by the quality of their coupons. Of those hotels that willy-
nilly hand out coupon books to all who ask, the Dunes is considered the worst and
the Flamingo Hilton the best, with the Sands a close second.

You pick up your Dunes Funbook at the Promotions Desk. The coupons, except for
the one for the free key chain, have strings attached. The Dunes will give you a free
carafe of wine, but you have to buy dinner. They'll give you a free drink, but you
have to buy a second one.

Not so at the Flamingo Hilton. Their free drinks are unconditionally free. You don't
even have to be gambling.

The Sands gives you a high-quality coffee mug and free show tickets, but to get the
hats and T-shirts you must bet $20 on a sporting event.

The Flamingo Hilton's coupon book will introduce you to Food Fantasy, their 24-hour
coffee shop. Whether or not you take them up on their two-for-one hamburger and
fries offer at $3.25, this deli/cafeteria is a cheerful relief when you've had encugh
buffets. Corn beef or pastrami sandwiches are $4.25.

These coupons exist, of course, to lure you into the hotel casinos. Las Vegas hotels
are set up so that no matter where you wish to go, you must pass through the
casino first. Thus, while enjoying a rock-bottom, low-budget vacation, you can easily
lose your house.

GUIDEBOOK

Las Vegas

Here is a sampling of Vegas deals:

Bargain flights: America West flies from LAX to Las Vegas for $29 one way, provided
tickets are purchased 21 days in advance. Call (800) 247-5692. Likewise Southwest
Airlines, (800) 531-5601.

Air-hotel packages: Southwest Vacations, including air fare and two nights’ lodging,
begin at $69 for midweek stays; (800) 423-5683.

Delta Dream Vacations, including air fare, two nights' lodging and 24-hour Alamo
subcompact, begin at $99 for midweek stays; (800) 872-7786.

Hotel specials: Aladdin, $20 per night, double occupancy. Address: 3667 Las Vegas
Blvd. South; (800) 634-3424.

Circus Circus, $30 per night, double occupancy. 2880 Las Vegas Blvd. South; (800)
634-3450. :

Excalibur, $20 per night, double occupancy. 3850 Las Vegas Blvd. South; (800) 322-
8687.



Imperial Palace, $20 per night, double occupancy. 3535 Las Vegas Blvd. South;
(800) 634-6441.

Sahara, $30 per night, double occupancy, includes show tickets and buffet breakfast.
2535 Las Vegas Blvd. South; (800) 634-6666.

Stardust, $32 per night, double occupancy, in the new tower, or $22 in the motor inn
from Dec. 1 to Jan. 30, excluding New Year's and Super Bow| weekends, includes
show tickets. Available weekends. 3000 Las Vegas Blvd. South; (800) 222-2946.

Meal deals:

Circus Circus for best supper buffet bargain, $3.99. 2880 Las Vegas Blvd. South;
(800) 634-3450.

Flamingo Hilton, Food Fantasy, two hamburgers and two orders of French fries with
coupon available at the Funbook Desk, $3.25. 3555 Las Vegas Blvd. South; (800)
732-2111.

Golden Nugget for best Sunday champagne brunch, all day, $9.50. 129 E. Fremont
St.; (800) 634-3454,

Palace Station, winner of the Las Vegas Review-Journal's poll for best buffet and best
breakfast, at $3.95 for breakfast, $4.95 for lunch, $7.95 for supper. 2411 W. Sahara
Ave.; (800) 634-3101.

Tropicana Hotel, Islander Buffet, $3.95 breakfast and lunch, $4.95 supper. 3801 Las
Vegas Blvd. South; (800) 634-4000.

Freebies: The continuous circus acts at Circus Circus, 11 a.m. to midnight.

Free sample of your choice and free tour, Ethel M Chocolate Factory & Cactus
Garden, 2 Cactus Garden Drive; {800) 634-6584,

For more information: Contact the Las Vegas Convention and Visitors Authority,
3150 S. Paradise Road, Las Vegas, Nev. 89109, (702) 733-2323.

The Associated Press
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HEADLINE: Vegas Crapshoot: Gaming Capital For Adults Goes All Out to Woo
Families



BYLINE: By ROBERT MACY, Associated Press Writer
DATELINE: LAS VEGAS, Nev.

BODY:
Once upon a time, in this land of green felt and glizty neon, kids were persona non
grata.

But the city that once prided itself in being a Disneyland strictly for adults is
changing dramatically.

Some of its most successful players are betting billions that the future lies with
families as well as with the coveted high rollers who built the town.

Last month, two of the city's gaming giants announced plans for $ 1.3 billion in new
family-themed projects.

And on Thursday, Circus Circus Enterprises Inc., a $ 1.7 billion gaming empire built
on the thesis that Vegas could be a family-kind-of-town, is poised to announce
another $ 300 million project.

Circus Circus chairman William Bennett promised after he opened the $ 300 million,
4,000-room Excalibur Hotel in June of 1990 that he had a few more ideas up his
sleeve.

That hotel was built like a castle and complete with court jesters and friendly
dragons.

Bennett said the new venture will still cater to families, though it will be more lavish.

"We're using a lot of people who do work with Disney," Bennett said, declining to
disclose the theme or location of the new project. "We're getting into the big
leagues, and getting into the big bucks."

Mirage Resorts chairman Steve Wynn surprised the industry late last month by
announcing plans for a $ 300 million family-themed resort to be known as Treasure
Island, north of his Mirage Hotel.

Earlier in the month, billionaire Kirk Kerkorian broke ground for his $ 1 billion MGM
Grand Theme Park and a 5,000-room hotel that will be the world's largest.

By wooing famlies, developers also hope to build more future business. Teen-age
family members, after getting a taste of Vegas, may come back when they can
legally gamble.

Nevada law prohibits anyone under the age of 21 from gambling or being in areas
where gaming equipment is located.

One thing speeding the metamorphosis of Las Vegas into a family resort destination
is a shifting public perception of gambling, which in recent years has shed much of
its sinful connotation.

In the past, when casinos zeroed in on freewheeling high rollers, families felt they



were unwelcome, gambling industry officials say.

Robert Maxey, president and chief executive of Kerkorian's MGM Grand Inc., said
those days are gone. He sees the family unit as the fastest growing market segment
in a city that draws 21 million visitors a year.

If there is one person who helped start the evolution of the family market in this
gaming capital, it is Bennett, 66, who bought the ailing Circus Circus resort in 1974
along with partner William Pennington.

Circus Circus offered a mezzanine midway and circus acts to entertain the kids while
Mom and Dad gambled downstairs.

The idea worked.

The parent Circus Circus Enterprises now owns seven properties in Nevada with
11,200 rooms. That contrasts with a total of 8,100 rooms for Atlantic City's 12 major
hotels.

For the fiscal year ending Jan. 31 the company reported revenue of $ 692 million, up
from $ 522.3 million the previous year. His knack for tapping the family market in a
gaming environment has left Bennett with a fortune estimated in excess of $ 500
mitlion.

Kerkorian also is no stranger to Las Vegas. He built the former MGM Grand, now
Bally's, and the former International Hotel, now the Las Vegas Hilton. Both were the
largest hotels in the world when built.

He calls the new hotel and theme park, which will have a Wizard of Oz theme, his
greatest undertaking yet.

Wynn got a foot in the family market with his $ 730 million Mirage Hotel, which
opened two years ago this month. The resort includes a white tiger habitat and a
dolphin lagoon.

The Mirage rooms average about $ 130 a night, while Wynn's new Treasure Island
will be more competitive with Circus Circus and Excalibur - offering rooms in the $ 40
range.

What does Bennett think about the new players in the family market?

- "Everybody all of a sudden wants a piece of our pie,” he said earlier this summer.

"Everybody all of a sudden is trying to become Circus Circus, to mimic our modus
operandi. That's okay. It's out there for the asking."

Chicago Tribune
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HEADLINE: Mirage plans family resort in Las Vegas
BYLINE: By Robert Macy,

DATELINE: LAS VEGAS

BODY:

Mirage Resorts Inc. said last week it will build a $300 million, 3,000-room family
resort, the latest Las Vegas casino company to turn its attention away from high
rollers in the quest for new business.

Mirage chairman Steve Wynn donned a pirate's cap and coat as he announced plans
for a new theme destination resort to be named Treasure Island.

"We said when we opened the Mirage it would take a couple of years to get things
squared up" before moving on to new projects, Wynn told a news conference. "Well,
here we are. It's time.,"

Wynn opened the $730 million, 3,000-room Mirage in November, 1989, amid
skepticism whether the resort could make it financially. The hotel has exceeded
projections and is, Wynn says, the highest grossing hotel in the world.

While the Mirage caters to high rollers, the new project will focus on families, Wynn
said. It becomes the latest Las Vegas resort to target the family market.

Billionaire Kirk Kerkorian broke ground earlier this month on a $1 billion MGM Grand
theme park and 5,000-room hotel.

Circus Circus Enterprises Inc., which has made a fortune catering to families here, is
expected to announce a major new family-theme resort in the next few weeks.

"We believe there's a great deal left to do in this market," Wynn said, referring to
the growing number of families among the 21 million people who visit this gaming
mecca annually.

Wynn said the rooms at the new property would be in the $40-a-night range,
compared to $130 at the adjacent Mirage and $70 at the company's downtown
property, the Golden Nugget.

The new property will be buiit on a parking lot north of the Mirage on the Las Vegas
Strip.

Construction is scheduled to begin this summer, with completion set for mid-1994.
The new hotel will employ 3,000 people.

Wynn said Mirage officials had been working five months on the new project.
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"It will be a theme destination resort," he said. "We plan to bring the same level of
imagination to this project that has characterized our work in the past.”

Los Angeles Times
October 30, 1991, Wednesday, Home Edition
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LENGTH: 571 words

HEADLINE: MIRAGE RESORTS PLANS FAMILY HOTEL IN VEGAS;
GAMING: THE $300-MILLION TREASURE ISLAND COMPLEX IS EXPECTED TO
INTENSIFY COMPETITION IN NEVADA'S BIGGEST ENTERTAINMENT OASIS.

BYLINE: By GEORGE WHITE, TIMES STAFF WRITER

BODY:

Mirage Resorts Inc. said Tuesday that it will build a $300-million family oriented
themed resort in Las VVegas, escalating the fight for family business in the Nevada
gaming and adult entertainment oasis.

The Las Vegas-based company, which owns the Golden Nugget casinos in Las Vegas
and Laughlin, Nev., said its latest mega-casino -- to be called Treasure Island -- will
have 3,000 guest rooms and will be located adjacent to the Mirage, the firm's
flagship casino and resort.

The new resort is expected to open in mid-1994, Mirage Resorts said.

The company joins a long list of gaming firms entering the burgeoning family
entertainment market in a city once viewed as an adults-only vacation spot. Circus
Circus Enterprises Inc. in June, 1990, opened the Excalibur, a 4,000-room hotel and
casino that has a medieval theme and offers substantial non-gaming entertainment.
Circus Circus is expected to announce soon that it plans to build yet another
property.

In addition, MGM Grand Inc., which is controlled by Beverly Hills investor Kirk
Kerkorian, this month began construction on a $600-million, 112-acre complex in Las
Vegas that will include a 5,000-room hotel and a theme park.

The Mirage Resorts announcement is another sign of changing times in Las Vegas,
said Manny Cortez, executive director of Las Vegas Convention and Visitors
Authority.

"Because of the proliferation of gaming around the country, the local casinos have
decided that they can survive only by expanding and diversifying to attract a broader
(spectrum) of people,” Cortez said.

However, the building boom is expected to create a competitive shakeout in Las
Vegas. The city has about 77,000 hotel rooms, a 20% increase over the past two
years. With just the announced expansion plans, Las Vegas would have an additional



Y. S

10,000 rooms by 1994, said Willard Brown, a gaming industry analyst at Dean Witter
Reynolds in New York.

"The smaller casinos and the casinos with weaker management are going to face
some tough times," Brown said. "By 1994, a number of casinos will be barely
hanging on, some will be purchased by larger operations and some will head into
bankruptcy.”

However, some casinos are already feeling the competitive pressure. The hotel
occupancy rate thus far in 1991 is 80%, compared to 86% for the same period in
1990. Casino revenue growth in 1991 is about 3%, compared to about 10% a year
earlier, said Walter Tyminski, an industry analyst who contributes to Resort
Management Report, a trade journal published in Midlothian, Va.

"Besides (new) construction, business has never recovered from the downturn that
occurred during (the Gulf War) and slowdown in the economy,” Tyminski said.

However, Mirage Resorts Chairman Steve Wynn said Treasure Island will allow his
company to enter the lucrative lower-priced, family-oriented market. Room rates at

.the new property will average $40 a night, he said. The Mirage, a 3,000-room, $630-

million hotel and casino that opened in November, 1989, caters to the upper end of
the market, with rooms averaging $120 a night.

Some major casino stocks dropped in Wall Street trading after the Mirage
announcement. In New York Stock Exchange composite trading, Mirage closed at
$24.50, down $1.50. In other Big Board trading, Circus Circus fell $1.25, closing at

$34.125, while Hilton slipped 12.5 cents to $42.875. However, Caesars gained 87.5
cents to close at $32.375.
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HEADLINE: Market Place;
Casinos Are Not Such a Gamble

BYLINE: By Roger Cohen

BODY:

GAMBLING industry stocks tend to be regarded as a big gamble themselves. High
leverage, high fixed costs and the unpredictablility of high rollers all contribute to the
uncertainties of an intensely competitive sector whose growth has long been
curtailed because gambling is allowed in relatively few places. Only one pure
gambling company, Circus Circus Enterprises, has an investment-grade rating from



Standard & Poor's.

But although the sector will never offer blue-chip credentials, there are encouraging
signs. Analysts cite the growing popularity of gambling, its widening acceptance, the
resilience of the Nevada economy and the successful digestion of a number of new
casinos.

"We believe that the gaming industry will continue to expand and be increasingly
accepted as part of the general entertainment business," said Robert Nelson, a
senior vice president at S.& P. "This should offer continued growth opportunities for
the major gaming companies."

The prospects seem brighter in Nevada than Atlantic City, which is hurt by tighter
regulations, overcapacity, the recession in the Northeast and the heavy indebtedness
of several companies.

Donald J. Trump's properties, Resorts Casino Hotel and the Pratt Hotel Corporation's
Sand's casino are all heavily leveraged. But after a terrible 1990, when the 12
Atlantic City casinos suffered a total net loss of $265.5 million, an upturn appears to
have started in the second half of this year. Year-on-year revenues rose substantially
in July and August.

Richard 1. Byrne, an analyst at Merrill Lynch, said the improvement in Atlantic City
should be bolstered by a move to 24-hour gambling on weekends, the concession of
greater space to slot machines, a gradual improvement in the region's economy and
an improved basic substructure for the city.

New gambling venues on riverboats and Indian reservations as well as in South
Dakota are making gambling more widely accessible. Although this means new
competition for Atlantic City and Nevada, the growth also offers new opportunities to
established companies and should increase the appetite for gambling around the
country.

"The spread of legalized gambling could garner us oppotunities beyond Nevada
soon," said Glenn Schaeffer, the president of Circus Circus.

Circus Circus, whose annual increase in earnings per share has averaged about 20
percent over the last five years, describes itself as a "merchant of fun." Having
recently built one enormous hotel-casino in Las Vegas, the mock-medieval Excalibur,
it is about to announce plans for what it calls another "one-of-a-kind entertainment
megastore.” No wonder: operating cash flow at the Excalibur was about $103 million
on revenues of $316 million in its first year of operation.Mr. Schaeffer is impassioned
in his presentation of gambling as a form of reasonably priced family vacation
entertainment, and his company's success suggests that this portrayal will become
increasingly pervasive fairly soon.

Already, Kirk Kerkorian's MGM Grand Inc. has embarked on a $1 billion investment in
Las Vegas that will combine a theme park and a casino in the most expensive test
yet of family-style gambling. The Hilton Hotels Corporation, meanwhile, has long
been successful in Las Vegas through a combination of its Flamingo Hilton, which has
mid-market family appeal, and the up-market Hilton Las Vegas, which caters to the
high rollers.



The world of high rollers, however, has found its most extravagant expression in Las
Vegas at the Mirage Hotel of Mirage Resorts Inc., where many Asian players have
been gambling as much as $12 million an hour on baccarat. So high are the stakes
that Steve Wynn, the chief executive of Mirage, warned in his company's last annual
report that the loss of the "most significant" of these players could have "a material
adverse effect" on Mirage.

He is deleveraging the company, meanwhile, with the cash flow from the Mirage and
said that he had already retired about $250 million of debt this year, bringing the
company’s borrowing down to $850 million. Promus Companies, with properties in
Atlantic City and Las Vegas, has also been paying down debt.

With Las Vegas continuing to defy the recession -- its revenues rose 13 percent to
$4.04 billion in the fiscal year ended June 31 -- the companies with a strong
presence there appear well placed. These include Circus Circus, Hilton Hotels, Mirage
and Caesars World Inc. Competitive pressures, however, are likely to be intense as
new and ever more extravagant projects are developed to appeal to the family
gambler of the 1990Q's.
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BYLINE: By ROBERT MACY, Associated Press Writer
DATELINE: LAS VEGAS
BODY:
Mirage Resorts Inc. said Tuesday it will build a $ 300 million, 3,000-room family
resort here, the latest Las Vegas casino company to turn its attention away from

high rollers in the quest for new business.

Mirage Chairman Steve Wynn donned a pirate's cap and coat as he announced plans
for a new themed destination resort to be named "Treasure Island.”

"We said when we opened the Mirage it would take a couple of years to get things
squared up" before moving on to new projects, Wynn told a news conference
attended by board members and members of the investment community. "Well, here
we are. It's time."
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Wynn opened the $ 730 million, 3,000-room Mirage in November 1989 amid
skepticism whether the resort could make it financially. The hotel has exceeded
projections and is, Wynn says, the highest grossing hotel in the world.

While the Mirage caters to high rollers, the new project will focus on families, Wynn
said. It becomes the latest Las Vegas resort to target the family market.

Billionaire Kirk Kerkorian broke ground earlier this month on a $ 1 billion MGM Grand
theme park and 5,000-room hotel.

Circus Circus Enterprises Inc., which has made a fortune catering to families here, is
expected to announce a major new family-themed resort in the next few weeks.

"We believe there's a great deal left to do in this market,” Wynn said, referring to
the growing number of families among the 21 million people who visit this gaming
mecca annually.

Wynn said the rooms at the new property would be in the $ 40-a-night range,
compared to $ 130 at the adjacent Mirage and $ 70 at the company's downtown
property, the Golden Nugget.

. The new property will be built on a parking lot north of the Mirage on the Las Vegas
Strip.

Construction is scheduled to begin this summer, with completion set for mid-1994.
The new hotel will employ 3,000 people.

Wvynn said Mirage officials had been working five months on the new project.

"It will be a theme destination resort,"” he said. "We plan to bring the same level of
imagination to this project that has characterized our work in the past.”

Wynn said gambling "in itself is not that exciting anymore,"” with numerous states
now offering some type of legalized gaming.

"The expectations of people are so much higher," he said, and resorts must now
offer more than just slot machines and table games.

His company, which changed its name earlier this year from Golden Nugget Inc. to
Mirage Resorts Inc., reported Monday its net income nearly tripled for the third
quarter ending Sept. 30 despite a 10 percent drop in revenues.

The Mirage, complete with erupting volcano and white tiger habitat, opened in

November of 1989, It has since become a premier attraction on the glitzy Strip,
surpassing Hoover Dam as Southern Nevada's No. 1 tourist attraction.

PR Newswire
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HEADLINE: CIRQUE DU SOLEIL TO ESTABLISH PERMANENT NORTH AMERICAN
HOME AT THE MIRAGE LAS VEGAS

DATELINE: LAS VEGAS, Oct. 29

BODY:
Executives from Cirque du Soleil and The Mirage today announced that the famed
circus will establish a permanent North American home at the Las Vegas resort.

Stephen A. Wynn, chairman of Mirage Resorts Inc., announced that the company
has entered into a long-term agreement with Cirque du Soleil. The premiere
performance of Cirque's highly acclaimed "Nouvelle Experience” will take place on
Nov. 22, 1992, to commemorate the third anniversary of The Mirage.

"From the beginning, we have sought to create a sense of magic at The Mirage. I
can't think of a better way to expand the wonder and thrill of The Mirage than with
Cirque due Soleil," Wynn said at a joint news conference.

"It's a major step in the history of Cirque du Soleil," remarked Daniel Gauthier,
Cirque's president. "For many years we have been searching for a ‘home’ in Las
Vegas. We are extremely pleased to have found it at The Mirage. They offer us the
same high standard of creativity, vision and sense of entrepreneurship as we have
always strived to achieve within our organization.”

Widely praised as an extraordinary experience which combines traditional elements
of circus and theatrical flair and innovation, Cirque du Soleil has captivated millions
of theater-goers in North America and Europe. Cirque's influence is considered a
model for other circuses around the world and has, for millions, redefined

the meaning of "Circus." CONTACT: Jean David or Claude Bergeron of Cirque du
Soleil, 514-522-2324; or Alan Feldman of The Mirage, 702-791-7111
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DATELINE: LAS VEGAS, Nev.
BODY:
Mirage Resorts Inc., in a move to challenge MGM Grand's plans for a $1 billion
family resort, annocunced Tuesday it will build a competing "Treasure Island' hotel-

theme park project.

The Mirage's project, to be built adjacent to its lavish $730 million Mirage Hotel, will
have more than 3,000 guest rooms. Construction is scheduled to begin next summer



and be completed in mid-1994.

Mirage's announcement comes three weeks after financier Kirk Kerkorian held
groundbreaking ceremonies for the MGM Grand, also due to open in 1994, That
resort will include an entrance with an 88-foot-high Leo the Lion, the world's largest
hotel at 5,007 rooms, the world's fargest casino and theme park designed to
resemble a Hollywood movie studio back lot.

The move by Mirage Resorts shows the growing belief that Las Vegas' future may
lie in repositioning itself as a theme-park destination, much like Orlando, Fla., home
of competing attractions run by Walt Disney and Universal Studios.

Mirage Resorts opened the 3,054-room Mirage Hotel in November 1989 and made
operating profits of $187.6 million on revenues of $660.5 million in its first year.
"This hotel is the biggest success in the history of the world," said Steven Wynn, the
company's flamboyant chief executive.

The hotel includes a $13 million erupting volcano and a 20,000-gallon aquarium
containing exotic fish. Industry analysts say the hotel owes its success in part to its
ability to attract high rollers, particularly from Asia, with special suites that include
their own gardens, statuary, swimming pools and putting greens.

Another Las Vegas mega-hotel, the 4,032-room Excalibur, has also racked up
considerable success since it opened in June 1990 at a cost of $300 million to its
parent Circus Circus Enterprises Inc. The hotel, heavily themed toward medieval

merrymaking, had estimated operating profits of about $103 million on revenues of
$316 million.

In a separate announcement Tuesday, Mirage Resorts said the critically acclaimed
Cirque du Soleil will establish a permanent North American home at the Las Vegas
resort.

"From the beginning, we have sought to create a sense of magic at The Mirage,"

Wynn said at a news conference, "I can't think of a better way to expand the
wonder and thrill of The Mirage than with Cirque due Soleil."

The New York Times
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There it was, buried at the end of a newspaper article about the $50 million pay-per-
view television special starring boxers Mike Tyson and Donovan {"Razor") Ruddock.



The idea came from an unlikely source -- or not so unlikely, the more you thought
about it.

A Las Vegas impresario, Steve Wynn, chairman of Mirage Resorts, which
sponsored the multimillion-dollar bonanza, told a reporter there was nothing
standing in the way of a colossal $100 million pay-per-view broadcast except the
absence of an event that could galvanize a national TV audience. "Election night!"
Mr. Wynn said. "That would be a great pay-per-view event!"

After all the cynical hand wringing by news executives, the large-scale layoffs, the
headlong retreat from journalistic responsibility, here was a proposal that could
rescue the network news divisions.

Almost 1.4 million people paid $34.95 to local cable companies to watch the Tyson-
Ruddock match at home. Presumably there would be a larger audience for the
networks' election night coverage in 1992. Each network would offer a card of anchor
heavyweights worthy of the $34.95.

If five million households signed up, several million fewer than the number who
watch Peter Jennings each evening on "World News Tonight,"” ABC's revenues would
be about $175 million -- for one night's effort. That is more than half of the ABC
News budget for an entire year. Based on the size of the audiences of the four
evening news shows, CBS would reap about $155 million for its election night
special, NBC $145 million and CNN about $15 million.

NBC News could drop its plans to close most of its domestic bureaus and merge
them with local news operations. CBS News could end its four-year siege of layoffs.
Ted Koppel's "Nightline" could end its preoccupation with ratings and regain its crown
as TV's best news program.

News purists would argue that putting election night on pay-per-view would set a
bad precedent. It might herald an era of pay-per-view news.

If the Tyson-Ruddock price of $34.95 is too steep for regular campaign coverage,
drop it to the price of a movie ticket, $7.50. A single primary night special, with a
meager rating of 3 (almost unheard off in network prime time) would bring CBS $21
million. That is only the beginning. The primary season lasts from February to June.

Two nights of coverage during the Democratic and Republican National Conventions
would bring each network a potential purse of $180 million based on the 1988
audiences of about six million homes each.

NBC News would not have to close its bureau in Miami and cover Latin America from
the local news desk at KNBC in Los Angeles or with inexperienced freelance
repotters. Charles Kuralt could stop worrying that "Sunday Morning” might be
cancelled.

Politics aside, how about "60 Minutes" on pay-per-view? Mike Wallace and Morley
Safer surely have more drawing power than Mike Tyson and Razor Ruddock. Don
Hewitt, executive producer of "60 Minutes," far outclasses boxing promoter Don King
as a prime time showman par excellence. If one-fourth of the 19 million households
that watch "60 Minutes" subscribed to the "Hewitt P.-P.-V, Network" (a future CBS
subsidiary?) paying each week the cost of a MacDonald's "Happy Meal" ($3.08) to



receive the nation's most popular news program, CBS would gross $14.6 million a
show, or $380 million over 26 weeks -- a run that would put to shame even this
year's blockbuster movie, "Dances With Wolves," which grossed $176 million after 32
weeks.

If Hewitt P.-P.-V. really caught on and all 19 million viewer households signed up,
revenues could reach as high as $59 million a week, or $1.5 billion (not counting
reruns).

Perhaps Steve Wynn was only joking when he suggested broadcasting election night
on pay-per-view TV, It is a measure of how far we have permitted the erosion of our
concept of public responsibility in broadcasting that his proposal would be taken
seriously, even for a moment.
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HEADLINE: THE WINNER IS . . . PAY-PER-VIEW TV;
MARKETING HITTING NEW PEAKS IN THE TYSON-RUDDOCK MATCH

BYLINE: By THOMAS S. MULLIGAN, TIMES STAFF WRITER
DATELINE: LAS VEGAS

BODY:

If Donovan {Razor) Ruddock should nestle into the canvas Friday night with the
encouragement of a short, crisp jab from Mike Tyson, the overhead camera will show
him sprawled on a huge Budweiser logo on the ring mat.

It may be a priceless shot from an aesthetic standpoint but, like everything else
involved in a big-time boxing match, it definitely has a price: It's costing Anheuser-
Busch about $750,000 to put its premium trademark there.

If it can be sold at this fight, it's being sold -- right down to the National Anthem,
which will be sung by Peabo Bryson in a performance that his employer, Columbia
Records, is promoting aggressively.

Joked Scott Kurnit, president of Showtime Entertainment Television, a partner in the
pay-per-view TV promotion: "We've got to figure out a way to get the fighters to
wear more than boxing trunks so you can fit more logos on."”

The logos and advertising tie-ins have long been standard on a top-flight boxing
show. But what makes Friday's contest stand out is that it represents the latest
stage in the evolution of pay-per-view TV. Virtually every element of the promotion
is aimed at boosting the pay-per-view audience.

Nobody contends that Tyson versus Ruddock represents the pinnacle of fistic art. It
just happens to be the top attraction available at a time when pay-per-view TV is



finally blosseming.

Pay-per-view sales will account for at least two-thirds -- and possibly as much as
three-quarters -- of the event's gross revenue. Promoter Don King predicted that the
pay-per-view draw will be 1.9 million households. At the $34.95 suggested price,
that would be $66 million. All other revenue sources, including the live gate, total
about $20 million. Even if King were off by 400,000 households, Friday's contest
would still be the richest pay-per-view event ever,

(The April bout between heavyweight champion Evander Holyfield and George
Foreman holds the record, which its promoters, Time-Warner's TVKO pay-per-view
network, put at 1.49 million households and $55 million gross. Kurnit, a rival, claims
that TVKO's numbers are inflated and the real draw was 1.3 million homes and $48
million gross.)

Steve Wynn, the Vegas impresario who built the Mirage, the huge hotel-casino
where Friday's fight is being staged, says telecommunications technology has
ushered in "the Age of the Promoter." With pay-per-view TV now able to reach 19
million households via cable, the broadcast networks no longer run all the big shows.
Anybody with an event and the relative pittance it costs to rent satellite transmission
hardware can sell it to the world.

Still, even in the Age of the Promoter, it seems odd that the most highly evolved
member of the species would be the hyperbolic, electric-haired Don King.

"Is Tyson's insatiable lust for women taking his mind off Razor Ruddock?" King
screamed into a TV camera Monday, playing off a USA Today report that referred
colorfully to Tyson's "raging libido."

"Is the fury gone?" King screamed, parroting the headline on the cover of last week's
Sports Illustrated. “All questions will be answered Friday!" King screamed. "King
Vision Pay Per View! Ask your local cable operator!"

For several hours a day all this week, for talk shows, sports and news programs
nationwide, King has been screaming the same message -- give or take a few
denunciations of the envy-haunted rivals who are always plotting to do him dirt.

Yes, King is a throwback to the carnival barker, but he has Mike Tyson, today's most
bankable fighter, and he has refined a new kind of barter system to help drive his
pay-per-view events.

If you want a piece of this fight, don't pay King in coin, pay him in air time. Of the
approximately $10 million worth of promotion that King is sinking into Friday's event,
less than $3 million comes out of his pocket, he said. The rest is barter,

Thus, the $750,000 that Anheuser-Busch pays to put the red-and-white Budweiser
"bow tie" on the ring mat and numerous other camera-strategic positions around the
arena is not in cash -- it's in TV commercials that promote the fight. As the nation's
biggest sports advertiser, Anheuser-Busch is in a fine position to work that way. It
simply substitutes Tyson-Ruddock ads for some of the dozens of beer ads it airs
every day.

(Such barter dealing becomes even more crucial in the fall and early winter, when



the weekend TV schedule is crowded with football and basketball and the choicest ad
time has already been snapped up by sports-hungry advertisers. The King of Beers
always has plenty of spots that can be traded.)

Similarly, when ABC bought the rights to broadcast the fight on a delayed basis, it
paid in promo dollars, not green paper. ABC has already aired a couple of Tyson-
Ruddock features on its regular sports programs, and it is also chipping in
commercials, King said.

Casio, the electronics maker, contributed cable TV commercials in exchange for its
designation as "official television timekeeper.”

The ad campaign is focused on cable TV because that's where the highest
concentration of likely pay-per-view subscribers -- male sports fans 18 to 49 -- can
be found, according to Showtime's Kurnit. But King said he likes to have ads on the
broadcast networks, too, because they lend "credibility” to events carried by their
younger cable cousins.

And what of the product being sold?

Tyson tenderized Ruddock pretty well last March in their first meeting, which was
stopped in the seventh round on a controversial ruling by the referee.

"Ruddock was losing but he hadn't lost," said an employee of the Mirage, which also
hosted that fight. It's a key distinction, as that modest suggestion of unfairness has
been leveraged into a big-money rematch. When the technical knockout was called,
Ruddock was alert encugh to stare angrily into a ringside camera and mouth the
question: "What?" That video sequence forms the backbone of the ad campaign now
being flogged coast to coast.

* Since the first Tyson-Ruddock fight last March, the "addressable universe" of homes
that can be reached by pay-per-view has expanded by 1.5 million, Kurnit said.

Professional sports leagues -- especially the National Football League -- are also
trying to figure out how to cash in. An indication of the potential was the great
success of the Stanley Cup hockey playoffs as a regional pay-per-view event in
Minnesota, where the underdog North Stars were a finalist.

"It only gets bigger,” said Shelly Finkel, a New York City music and boxing promoter.

Wynn, chairman of Mirage Resorts Inc., gets all excited about pay-per-view's
potential. Wynn is not a partner in the pay-per-view end of Tyson-Ruddock II -- his
profit comes primarily from the live gate -- but he learned that side of the business
by promoting a heavyweight title bout between Holyfield and James (Buster) Douglas
at the Mirage last fall.

Tyson and King will split about 55% of the total take from pay-per-view, with the
rest going to the local cable operators, Wynn said. King's expenses are unknown,
because King isn't telling how much he guaranteed Tyson, Ruddock and the other
fighters rounding out the program. Still, several people close to the event say that
King could turn a profit with only half of the 1.9 million pay-per-view households that
he expects.



In his office at the Mirage on Monday, Wynn mused that the only thing standing in
the way of hundred-million-dollar, single-night profits is the lack of a truly
galvanizing event, something that would draw women and men, young and old.

"Election night!" Wynn exclaimed. "That would be a great pay-per-view event!"

Boxing: Slicing the Pie

Pay-per-view TV is now the top source of revenue in a big-time boxing event, such
as Friday's Tyson-Ruddock rematch. The chart, based on interviews with people
involved in the fight, shows roughly where the money comes from . The live gate
figure assumes a near sellout of the 16,000 -seat arena. The $45-million pay-per-
view figure assumes that 1.3 million households buy the event at $34.95 apiece-a
conservative estimate. Promoter Don King predicts 1.9 million households. If he's
right, add another $21 million.

Gross revenue: $65.0 million

Live gate, $8.5 million: 13.1%

Closed circuit TV, $1.0 million: 1.5%

Foreign TV rights, $3.5 million: 5.4%

Delayed broadcast rights, $4.0 million: 6.2%

Advertising sponsorship, $2.0 million: 3.1%

Merchandising, $1.0 million: 1.5%
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HEADLINE: Stephen Wynn elected chairman and chief executive officer of
Hollywood Park subject to shareholder/regulatory approval

DATELINE: INGLEWOOD, Calif.

BODY:

The board of directors of Hollywood Park Operating Co. Thursday announced that
subject to the election of management's slate of directors at the shareholder meeting
on Feb. 18 and the obtaining of regulatory approvais in California and Nevada, it has
appointed of Stephen A. Wynn as chairman and chief executive officer, and that
Wynn has agreed to assume such positions.

The board's action came at the recommendation of Marjorie L. Everett, Hollywood
Park Operating Co.'s current chairman and chief executive officer.

Wynn is chairman, president and principal shareholder of Golden Nugget Inc., which
owns and operates the Golden Nugget Casino and Hotel in downtown Las Vegas, The
Mirage Resort on the Las Vegas Strip and the Golden Nugget Casino in Laughlin,
Nev.

"1 hope Hollywood Park will soon reap the benefit of Mr. Wynn's remarkable
creativity and talent for marketing and management,"” Everett said. "If he is able to
accept the appointment, he promises an extraordinary future for Hollywood Park, to



the great benefit of our shareholders and patrons."

Wynn was named president and chairman of the board of Golden Nugget Inc. in
1973. He transformed the small downtown casino into an elegant resort/hotel.

Wynn oversaw the design and construction of the Golden Nugget Casino and Hotel
in Atlantic City, N.J. in 1980. Although it was the smallest casino in the city, it
quickly became the most profitable and dominated the market. The property was
sold to Bally Manufacturing Corp. in 1987.

Wynn and Golden Nugget Inc.'s most recent project is The Mirage, a destination
resort with a tropical theme which has captured the imagination of visitors to Las
Vegas. The mirage has set all-time industry records for gaming and non-gaming
revenues and is considered an unqualifed success by industry analysts.
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HIGHLIGHT:
Putting your own golf course in your backyard is one way of avoiding the hassles of
waiting to tee off.

BODY:

SHOULD PRESIDENT GEORGE BUSH feel the sudden urge to get in a quick game of
golf whenever he's in California, he need merely pop over to his friend Walter
Annenberg's 205-acre Sunnylands estate in Rancho Mirage. Annenberg has his own
private 18-hole course at Sunnylands. (He also has a 3-holer at his East Coast home
in Wynnewood, Pa., on Philadelphia's Main Line.)

Closer to the White House, the President could drop in for a round at John Kluge's

house. Kluge doesn't play much golf himself, but he does have an 18-hole personal
course on his 10,000-acre Albemarle estate in Charlottesville, Va. The 6,084-yard,
par 70 course was designed by Arnold Palmer.

The half dozen or so persenal 18-hole courses that exist around the U.S. are golfers’
fantasies. Imagine never having to make a tee time or getting bogged down by a
slow foursome or having to let others play through. Never having to replace divots.
Taking ten minutes to line up a putt.

One could include in that fantasy list: Never having to pay a $ 100 greens fee. But in
fact, of course, the costs of a personal course are astronomical. Leave aside the
expense of the real estate needed (a professional-quality course requires at least
200 acres). Just the staff, equipment and maintenance involved can run $ 1 million a
year (see box).



The most famous private course in the U.S. is Annenberg's Sunnylands links, built in
1964. The 5,869-yard, par 73 course is a lush oasis in the middle of the Coachella
‘Valley desert. The well-guarded compound has long been a presidential favorite --
Eisenhower, Nixon, Reagan and Bush have all piayed here.

Probably the oldest private course is the one at the Rockefeller estate in Pocantico
Hills, N.Y., near the Hudson River. Originally built in 1901, the 5,673-yard, par 70
course was redesigned in the 1930s by the renowned design firm of Toomey & Flynn,
which also redesigned Soughampton's majestic Shinnecock Hills Golf Club on New
York's Long Island, where the 1986 U.S. Open was held.

The newest personal course -- and easily the most expensive yet built -- is Shadow
Creek, in Las Vegas. Completed a year ago, it is the brainchild of Stephen Wynn, the
chairman and chief executive of Golden Nugget, Inc. The course is near The Mirage
Resort, but none of the hotel's guests gets to play it unless Wynn gives the okay.
High rollers, including many Asians whom the Mirage has cultivated, often get that
nod.

With a price tag estimated at over $ 30 million, Shadow Creek is a 7,090-yard, par
72 Shangri-la in the desert. Tom Fazio, the designer, recreated the feel of the
northern courses by planting 13,000 mature trees in 3 million cubic yards of soil --
quite a feat. Most new courses require only 500,000 yards of soil and roughly 500
trees. Fazio also built numerous waterfalls and one mile of creek. Rarely can another
golfer be seen on another hole -- but, then again, only a handful of foursomes are
allowed each day. Wynn, himself an avid player, oversaw the design of the course.

Private courses have been designed by the likes of Fazio, Robert Trent Jones Sr.,
Arnold Palmer and Jack Nicklaus, But country singer Kenny Rogers decided he'd do it
himself when he put a course on his 1,200-acre spread in Colbert, Ga., just east of
Athens. What started out as a simple practice hole in his backyard is today a full 18-
hole, 6,500-yard, par 72 course complete with waterfalls, brooks and bridges.

But as a course designer, Rogers had to work the kinks out the hard way. For
example, his 16th and 17th holes had improper drainage: After every heavy rain fish
from the ponds would wash up on the greens. Rogers (who plays with an 11
handicap) now has a complex system of pumps and drains that keep all the brooks
and ponds at the proper level.

"If you design a golf course yourself you have to expect to go through some
catastrophes,” shrugs Rogers.

One thing Rogers can fix whenever he wants, however, is where the trees are placed
on his course. With the help of a hydraulic tree mover, Rogers can take planted
trees, dig them out of the ground with their roots intact, and replant them where he
likes. He rearranges the thousands of trees around the course on a weekly basis.

"Sometimes when I'm playing a hole I'll realize where I want a tree,” he says. "So I'll
tell my men and later when I come back that afternoon there will be a new tree in
the middle of the fairway."”

Besides determining how a course looks and where, for example, the trees should
be, private course owners enjoy other license, You can, for example, make your own
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special rules. Another country singer, Willie Nelson, has a nine-hole course in
Spicewood, Tex., outside of Austin. On the back of his score cards, for folks who
really like goifing parties, is printed: "No more than 12 allowed in your foursome."

And you can take other liberties, too. Walter Annenberg, for example, always had
trouble reaching the green of his par 4, 455-yard, 5th hole at Sunnylands in less
than three strokes. Frustrated at the thought of never scoring a birdie on the hole,
Annenberg simply changed the hole's par 4 to par 5.
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Economists call it the multiplier effect, the happy phenomenon in which every time a
new job is created, work blossoms for the people who must supply goods and

services to the newly added employee.

Here in America's adult entertainment mecca, Baghdad alongside the yucca, the
multiplier effect is on a rare roll.

An influx of tourists, retirees, investors and job seekers is creating a heady round of
merrymaking and homebuilding unlike any ever seen in these parts before.

Nevada, once a desert backwater famous for its quick divorces and slow-paying slot
‘machines, is booming, and the resulting job numbers are head-spinners.

When casino mogul Steve Wynn opened the Mirage resort next to Caesars Palace
last November, 5,000 people were hired overnight to deal blackjack, sell jewelry,
make beds, book tours, cook food, carry bags, drive limos and otherwise serve
visitors staying in the spa's 3,049 rooms.

That multiplies out to 1.6 jobs per room, noted Terry Murphy, a sociclogist employed
by the Southern Nevada Homebuilders Association, a collection of delighted
developers who are building houses and apartments for the new job-holders as
Nevada outpaces all other challengers as America's fastest-growing state.

In June, the Circus Circus casino empire will open Excalibur, a complex of gaily
colored medieval castle turrets, moats and drawbridges now taking shape amid an
enchanted forest of construction cranes on the storied casino strip. Excalibur will add
4,032 rooms (and about 6,500 jobs) overnight.

Sometime next year, mega-developer Kirk Kerkorian plans to open another of the



new generation of vast Las Vegas pleasure palaces. Kitty-corner to the Excalibur, it
will be a 5,000-room hotel surrounded by a theme park based on the MGM movie
studio. That should add about 8,000 more jobs.

With an unemployment rate at or below 4 percent most months, Nevada needs
outsiders to fill these thousands of new jobs, and that means a housing boom that
creates still more jobs, a textbook example of the multiplier effect.

On April 10 the U.S. Census Bureau announced growth statistics that showed that
Nevada, with a 39 percent population increase, was the country's fastest-growing
state between 1980 and 1989.

Nevada thus outstripped even Florida, which grew by 30 percent during the decade,
in part because of big growth in resorts drawn to the Orlando area by the success of
Disney World. By contrast, Illinois' population increased by 2 percent during the
period.

The University of Nevada at Las Vegas estimates that a whopping 97,000 jobs will be
created here between now and the end of 1993 and, if trends hold, Las Vegas then
will be a city of roughly 1 million. At the start of the decade, the city's population
hovered around 300,000,

The latest reports from Nevada Power and Light Co. show there are 3,000 new

_ residential electrical hookups each month in the Las Vegas area, a rate believed to

be the fastest in the U.S.

" Surveys of these new customers by homebuilders indicate that about 12 percent of

the newcomers are retirees drawn by low taxes made possible by revenue from
gambling as well as by low housing costs and the climate. Las Vegas has broiling 105
degree-plus summers, but it offers mild, livable weather for the rest of the year.

Of course, there are clouds on the horizon. On many mornings, the Las Vegas valley
is filled with the same sort of brown cloud of air pollution from commuting
automobiles that curses Denver, Phoenix, Albuguerque and Los Angeles.

Construction has recently been slowed because the city's expansion is damaging the
habitat of the threatened desert tortoises that once flourished in the area.

Crime rates are high and schools are crowded at a time when an influx of retirees,
whose children are long out of school, will make it more difficult to raise school
taxes.

"They come here for wide-open spaces, but their numbers cut down on the amount

- of wide-open spaces available," said Murphy, the sociologist.

Indeed, according to a just-published study by the University of Nevada, each new
job added or retiree lured here brings 2.1 new residents in the form of spouses,
children, in-laws or assorted other relatives, adding to the population pressure.

Murphy used her own family to illustrate the phenomenon. In 1973, she said, her
sister moved to Nevada while the rest of the family was living in Brooklyn.

A few years later the Murphy parents were lured to a Nevada retirement by the
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pioneering sister.

Ten years ago Terry Murphy left Brooklyn for Nevada to join her parents and sister.
Others fellowed.

"Between my family and my husband's family, at least 40 of our relatives have
moved here since my sister came in 1973," Murphy said. "That's a multiplier for
you."
The Washington Post
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BODY:

There's a gaudy new show in this neon-washed resort city, and people are lining up
by the hundreds along the strip to see the spectacle. But this production doesn't
involve Frank Sinatra, Joan Rivers or troupes of dancing girls in pink flamingo
plumes.

The hottest new attraction here in Glitter Gulch is a 55-foot man-made volcano that
blows its top every 15 minutes at night with a fusillade of fire and brimstone,
shooting flames 40 feet high and wafting huge clouds of pin

* a-colada-scented steam over astonished passersby on Las Vegas Boulevard.

"Only in Vegas," snorted Michael Hudspeth, a local resident standing in the large
crowd that gathered to watch an eruption one night this week. "I mean, only in
Vegas would a guy build himself a nice new hotel and then say, 'I think I need a 60-
foot voicano shooting off every few minutes in my front yard."' "

Ever since mobster Benjamin "Bugsy" Siegel erected the first oversized neon sign
outside a casino here in 1931, Las Vegas has been writing the book on wretched
excess. And the Mirage resort hotel -- with an erupting volcano out front, live
albino tigers in the lobby and a school of dolphins bobbing beneath man-made
waterfalls by the swimming pool -- looks at first like one more chapter in that
familiar volume.

Buf to local business leaders, the huge new Mirage, whose 3,029 rooms make it the
biggest hotel in the free world, reflects a major change underway in this legendary
sin city.



With the coming of the Mirage and several other new hotels that emphasize features
other than all-night gambling and half-nude chorus lines, Las Vegas is trying to give
itself a PG rating, to become a spot for family vacations.

The Mirage, says its developer, Stephen A, Wynn, is designed to be "a property
which would help set a new direction for Las Vegas, one which would appeal to the
entire family audience."

Gambling remains the economic mainstay. Indeed, the casino in the Mirage is big
enough to stage two football games side by side, and the hotel issues its own $ 500
coins so gamblers won't have to carry an unwieldy wad of paper money. But Wynn
says his new place, which drew 100,000 visitors on opening day seven weeks ago, is
"a resort hotel which includes a casino, not a casino which includes a hotel."

"This town is not a mafia center, it's not a sin city as it used to be seen,” says
Richard Etter, chairman of Las Vegas's big Valley Bank. "It's coming to be an adult
Disneyland, a family recreation area . . . . That's what the Mirage and the other
places are leading to."”

The "other places" about which Etter is talking are new family-resort-cum-casino
establishments under construction here, places that will be even bigger than the
leviathan Mirage. When the current building boom is completed in about four years,
Las Vegas will have four of the world's five biggest hotels. The biggest is the Rossiya
in Moscow.

A few blocks down the strip from Wynn's erupting volcano, the owners of the Circus
Circus casino are building a hotel-casino-zoo-theme park combination called
"Excalibur" that is to have 4,000 rooms and parking for 5,000 cars. When it opens
this June, visitors can gamble while surrounded by a Camelot-style fantasy land,
complete with medieval knights jousting each afternoon.

But even Excalibur will take second place -- in sheer size, at least -- to the new
combination of casino, movie studio and theme park proposed by MGM, the
entertainment conglomerate that already runs a huge casino here. The MGM resort
will have 5,000 rooms and be aimed squarely at the same family trade spending its
travel money at places such as Disney World.

With all that bustling, the city's image-makers are diligently trying to change the
popular picture of Las Vegas as a land of hard-drinking high-rollers sporting multi-
carat diamond pinkie rings.

The local tourism board has run television ads across the western United States
touting this city as "the American way to play."” The commercials show golf courses,
concerts and nearby Hoover Dam but nary a blackjack table nor bubble dancer.

Except for its sprawling casino, which includes a separate area called the "Salon
Prive" where the minimum bet on any game is $ 1,000, The Mirage has the feel of a
theme park. Arriving visitors are carried along on a moving sidewalk while a friendly
voice lists sights to be found in the hotel, including the enormous room where the
white tigers live and the 60-foot-long wall-sized aquarium, habitat of four sharks and
assorted marine exotica.
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Having walked past all of that and traversed the indoor jungle, with orchids and
bougainvillea blooming in profusion beneath 80-foot palm trees, the visitor finds an
attractive hotel. His room, one of the establishment's cheapest at $ 159 a night, was
large, brightly colored and comfortable,

Wynn says he spent more than $ 600 million building the Mirage, financing the place
with junk bonds through controversial financier Michael Milken. Local scuttlebutt,
which Wynn won't confirm or deny, holds that the hotel's expenses and interest
payments exceed $ 1 million a day. If the project turns out to be a success,

according to a local banker, the Mirage should make that much on gambling
operations alone.

After all, family resort or not, Las Vegas is still place where the urge to gamble runs
deep. That was evident one night when two men strolled up to the hotel's two-block-
long man-made lake, hoping to see the next eruption of the volcano.

"I'll wait 10 minutes for this thing, and that's all," the first man said. "Ten minutes?
Fine," the second said. "And I'll bet you a hundred it goes off before then."
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‘BODY:

Steve Wynn, the golden boy of Nevada gaming, is putting the finishing touches on
his $630 million Mirage resort, just down the Strip from where this city's glitz
ignited his imagination 37 years ago.

Employees began reporting for orientation earlier this month to work out the kinks
before the doors open to the public Nov. 22. The Sugar Ray Leonard-Roberto Duran
fight follows at the resort Dec. 7.

Wynn's 30-story showplace cost more than 100 times the value of the cluster of
casinos that dotted the Strip when he first visited here in 1952, And it has sparked a
multibillion-dollar building boom unprecedented in the city's history.

New resorts are popping out of the desert and renovations and expansions are under
way at many of the city's older properties.

Some operators admit privately they're fixing up and adding on because of the
challenge of the 3,049-room Mirage.



Wynn, 47, is the majority shareholder of Golden Nugget Inc., which owns the
Mirage. Sometimes he refers to the Mirage as "the joint," a throwback to the jargon
of another era when his father, Michael, dreamed of opening a bingo parlor in this
growing gaming town.

Other times he refers to the Mirage as an "experience" or a "wonderment the world
will flock to see."

Guests arrive via a palm-lined entry that features a 54-foot volcano, three lagoons
and waterfalls - hardly your typical desert environment. The lagoons and waterfalls
are fed by pipes that pump 100,000 gallons of water a minute.

Valets whisk arriving cars into a labyrinth of tunnels under the resort.

"Just like a James Bond movie, huh?" Wynn joked as his Mercedes whipped along
the underground maze during a pre-opening tour.

The top five floors of the 30-story resort contain 260 penthouse suites for coveted
casino customers. And for his "stratosphere" players, Wynn has six ground-level
private bungalows, complete with their own swimming pools.

The swimming pool is a quarter-mile around and nearby is a dolphin habitat
approved by the National Marine Fisheries Service.

Registering guests will find themselves facing a giant fish tank whose inhabitants

. include 4-foot sharks.

"The sharks will, of course, prompt a lot of bad jokes about what will happen if you
don't pay your markers,” Wynn said.

The casino covers the space of two football fields, but will be broken up by thatched
huts containing such operations as the cage, the pit and a bar to make the area
appear more intimate.

In one area of the casino, customers can play nickel slots and order pizza or pasta.
Nearby, a small room provides "stratosphere" customers their own private casino,
~with $1,000 chips the smallest available.

"We'll let you gamble there as high as you've got the nerve,” Wynn promised.

The hotel's 1,500-seat showroom will feature illusionists Siegfried and Roy, who
returned earlier this month from a tour of Japan and a stint at Radio City Music Hall
in New York City.

The volcano and waterfalls in front of the Mirage are designed to block the view of
other resorts across the Strip.

"I'm burned out on neon," said Wynn, whose Golden Nugget Hotel in downtown’'s
Glitter Gulch is also void of any neon. "I think it's cheap. To me, neon is yesterday
Las Vegas."

It was the neon that captivated Wynn in 1952 when he came to Las Vegas with his



father, who hoxed to start a bingo parlor in the city. Old-time gaming figures blocked
the elder Wynn, sending him and his son home to Maryland, nursing busted dreams.

Wynn later returned to Las Vegas, bought an interest in the Frontier Hotel, then
bought stock in the Golden Nugget and eventually took control of the Nugget.

Wynn is confident his new property will be profitable, despite the high cost, saying it
can earn the necessary $1 million a day.

Wynn said the high-rise came in on budget despite some guesswork on exotic frills.
"What we could not budget intelligently was the atrium, the volcanoes. There was no

way of knowing those costs in advance. What do you do? Look under the Yellow
Pages for volcanoes?"

The Associated Press

These materials may not be republished without the express written consent of The
Associated Press
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HEADLINE: Opening Near for Golden Boy's $$630 Million Vegas Resort
BYLINE: By ROBERT MACY, Associated Press Writer
DATELINE: LAS VEGAS
BODY:
Steve Wynn, the golden boy of Nevada gaming, is putting the finishing touches on
his $$630 million Mirage resort, just down the Strip from where this city's glitz
ignited his imagination 37 years ago.
Employees began reporting for orientation earlier this month to work out the kinks
before the doors open to the public Nov. 22. The Sugar Ray Leonard-Roberto Duran
fight follows at the resort Dec., 7.
Wynn's 30-story showplace cost more than 100 times the value of the cluster of
casinos that dotted the Strip when he first visited here in 1952, And it has sparked a

multibillion-dollar building boom unprecedented in the city's history.

New resorts are popping out of the desert and renovations and expansions are under
way at many of the city's older properties.

Some operators admit privately they're fixing up and adding on because of the
challenge of the 3,049-room Mirage.

Wynn, 47, is the majority shareholder of Golden Nugget Inc., which owns the
Mirage. Sometimes he refers to the Mirage as "the joint," a throwback to the jargon
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of another era when his father, Michael, dreamed of opening a bingo parlor in this
growing gaming town,

Other times he refers to the Mirage as an "experience" or a "wonderment the world
will flock to see."

Guests arrive via a palm-lined entry that features a 54-foot volcano, three lagoons
and waterfalls - hardly your typical desert environment. The lagoons and waterfalls
are fed by pipes that pump 100,000 gallons of water a minute.

Valets whisk arriving cars into a labyrinth of tunnels under the resort.

"Just like a James Bond movie, huh?" Wynn joked as his Mercedes whipped along
the underground maze during a pre-opening tour,

The top five floors of the 30-story resort contain 260 penthouse suites for coveted
casino customers. And for his "stratosphere" players, Wynn has six ground-level
private bungalows, complete with their own swimming pools.

The swimming pool is a quarter-mile around and nearby is a dolphin habitat
approved by the National Marine Fisheries Service.

Registering guests will find themselves facing a giant fish tank whose inhabitants
include 4-foot sharks.

"The sharks will, of course, prompt a lot of bad jokes about what will happen if you

- don't pay your markers," Wynn laughed.

The casino covers the space of two football fields, but will be broken up by thatched
huts containing such operations as the cage, the pit and a bar to make the area
appear maotre intimate.

In one area of the casino, customers can play nickel slots and order pizza or pasta.
Nearby, a small room provides "stratosphere" customers their own private casino,
with $$1,000 chips the smallest available.

""We'll let you gamble there as high as you've got the nerve,” Wynn promised.

The hdtel‘s 1,500-seat showroom will feature illusionists Siegfried and Roy, who
returned earlier this month from a tour of Japan and a stint at Radio City Music Hall
in New York City.

The volcano and waterfalls in front of the Mirage are designed to block the view of
other resorts across the Strip.

"I'm burned out on neon," said Wynn, whose Golden Nugget Hotel in downtown's
Glitter Gulch is also void of any neon. "I think it's cheap. To me, neon is yesterday
Las Vegas."”

It was the neon that captivated Wynn in 1952 when he came to Las Vegas with his
father, who hoped to start a bingo parlor in the city. Old-time gaming figures blocked
the elder Wynn, sending him and his son home to Maryland, nursing busted dreams.
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Wynn later returned to Las Vegas, bought an interest in the Frontier Hotel, then

" bought stock in the Golden Nugget and eventually took control of the Nugget.

Wynn is confident his new property will be profitable, despite the high cost, saying it
can earn the necessary $$1 million a day.

Wynn said the high-rise came in on budget despite some guesswork on exotic frills.
"What we could not budget intelligently was the atrium, the volcanoes. There was no
way of knowing those costs in advance. What do you do? Look under the Yellow
Pages for volcanoes?”

Donald Trump's new 1,200-room Taj-Mahal in Atlantic City is expected to cost $$1.2
billion when completed next year. Wynn says his Mirage would have cost $$1.5
billion to build in Atlantic City or New York City, where construction costs are higher.

Wynn, who's had off-and-on battles with Trump, said he wants to be known as a
hotel operator, not "the star."

"I want people to say that Steve Wynn built the best hotel in the world. I don't want
to say I own it. I want to be the guy that designed it. That's my edge."

Forbes
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HEADLINE: Still on a roll
BYLINE: W. G. F.
BODY:
It's a lot easier to make money on casinos than in them. And Steve Wynn, chairman
and president of $ 1.3 billion (revenues) Mirage Resorts, has the hot dice -~ and

the strongest balance sheet on the strip.

Wynn's Mirage, Golden Nugget and Treasure Island in Las Vegas, and Golden
Nugget in Laughlin, Nev., set the standards in service and attention to detail.

In casinos the name of the game is grow or die, and Mirage has been doing very well
on that score. Its 23.2% five-year average sales growth tops our hotel and gaming
category, and the company has a number of big projects in the works.

- In Las Vegas, two Mirage properties are under construction at the former site of the

Dunes hotel. The first s a joint venture with Circus Circus Enterprises, called Monte
Carlo, a 3,000-room hotel and casino expected to open in July of 1996. It will have a
French belle epoque theme and aim for the low-budget customer.

The other is the 3,000-room Bellagio resort and casino, to open near the start of
1998 at an expected cost of $ 1.1 billion. This project is themed as a small lakefront
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Italian town with its own 2-acre manmade "lake." It will be the dominant high-end
property in Las Vegas.

Although Mirage lost its bid to open a casino in Bridgeport, Conn., the project was
later killed. This elimination of a potential competitor for the New York metropolitan
market was good news for Atlantic City gaming interests, including Mirage. Atlantic
City has been outpacing Las Vegas lately. Atlantic City casino revenues grew 9% in
the first nine months of 1995, compared with Vegas' 4.5%. Mirage's new Atlantic
City project, due to open in late 1998, will be situated on 178 acres in the marina
district and have 2,000 rooms. Mirage alsc plans to build a 1,000-room Golden
Nugget in Biloxi, Miss., due to open in 1997.

In 1994 the company earned $ 1.32 per share; the conservative estimate for 1995 is
$ 1.70; for 1996, with new capacity available, $ 1.85.

The New York Times
View Related Topics
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HEADLINE: Gambling's New Winnings: A Special Report;
Gambling Owners Spend Lavishly To Gain a Voice in Many States

BYLINE: By KEVIN SACK

BODY:

In only five years, the gambling industry has bought its way into the ranks of the
most formidable interest groups in American politics, spending huge sums to gain
the kind of influence long wielded by big business, big labor and organizations of
doctors and lawyers.

From the Empress riverboat casino in Joliet, Ill., to the Mashantucket Pequot tribe in
Ledyard, Conn., gambling interests, which now run casinos in 24 states, have used
vast profits gleaned from their craps tables and slot machines to fatten the campaign
coffers of political candidates and wage multimiilion-dollar lobbying offensives.

While state officials have been the primary beneficiaries of the industry's largesse,
there has also been a surge in contributions to Federal and local officeholders.

Gambling-financed political action committees gave three times as much to
Congressional candidates and the national parties in the 1993-94 election cycle as
they gave in the previous two years, according to Common Cause and the Center for
Responsive Politics, two Washington-based organizations that monitor campaign
financing. The $2 million total for the cycle put the industry in the same league as
long-established interest groups like the United Automobile Workers, which gave
$2.4 million, and the National Rifle Association, which gave $2.2 million.

At the state level, meanwhile, the rising tide of gambling money has in many places
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become a flood. In Florida last year, pro-gambling forces spent $16.5 million in an
unsuccessful effort to win approval of casinos in a referendum. That sum was almost
as much as the state's two gubernatorial candidates spent combined.

In other states, the industry's wealth has allowed it to outspend its opponents by as
much as 50 to 1. In the process, that wealth has contributed to major corruption
scandals in Louisiana, Missouri, Arizona, Kentucky, South Carolina and West Virginia,
all since 1989, when legalized gambling began its cross-country expansion.

Perhaps most significant, the torrent of dollars has rapidly eroded a longstanding

stigma against the intermingling of gambling and politics.

"Twenty years ago, if you got support from gambling interests it would have been
the kiss of death,” said one Federal lawmaker, Representative Frank R. Wolf, a
Virginia Republican who opposes the continued expansion of gambling. "If you were
running for office in Illinois or Iowa and got money from gambling interests, you
wouldn't want to tell your brother or mother.”

Noting that today's casinos are run by Indian tribes and Fortune 500 companies, not
mobsters, gambling industry officials assert that it is only natural for a heavily
regulated, high-growth business to play an active role in politics, just as public
utilities and tobacco companies do.

"The only industry that is more regulated is the nuclear power industry," said Mark
B. Edwards Jr., a gambling analyst for the State Capital Resource Center, a private
group that monitors political developments for casino companies. "Therefore, it's
more important for the gaming industry to flex some political muscle. A lot of it is
the nature of the beast.”

The gaming industry has focused its lobbying campaigns on state capitals, where
governors, lawmakers and regulators hold the authority to determine whether to
expand gambling, which companies will get gambling licenses and vending contracts,
and how extensively gambling will be taxed and controlled.

Gambling opponents say the abundance of lobbying money, and the promise of
bountiful tax revenue, has helped the industry move its operations into
impoversished communities, with little attention paid to social consequences.

A backlash has begun to emerge in which grass-roots anti-gambling drives in some
states have managed to neutralize the influence of big money. But that is no easy
task. In the last two years, campaigns to establish or expand legalized gambling in
Florida, Missouri, Virginia and Connecticut have spent more money than was ever
before spent in those states on any lobbying effort,

During Virginia's legislative session this year, gambling interests hired 48 lobbyists.
In Texas, they hired 74, more than two for every state senator and one for every
two members of the Texas House,

The lobbyists are often enlisted from the ranks of former public officials. The
lobbying payroll in Illinois has included a former governor, a former state attorney
general, a former state police director, two former United States attorneys, a former
mayor of Chicago and dozens of former state legislators, including a Senate
president and a House majority leader.
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Two years ago a Nevada casino company, Primadonna Resorts, offered two Illinois
lobbyists a compensation package of $20 million over 20 years if they could reel in a
riverboat license. (They have yet to do so.)

For an Apri! 1994 referendum on allowing slot machines in Missouri, committees
financed by out-of-state casino companies paid out $4.2 million, outspending the
proposal's opponents by 50 to 1, according to a study by Alfred Kahn, a retired
professor of planning at Southern Illinois University, at Edwardsville. The measure
failed by one-tenth of a percentage point. Seven months later, the gambling
companies were back, this time spending $11.5 million. The proposal passed with 54
percent of the vote,

The gambling opponents, Mr. Kahn said, "were just overwhelmed by wall-to-wall
television commercials.”

'It's a Sea Change In the Political Landscape'

Like lobbying expenditures, campaign contributions have been flowing as freely as
complimentary cocktails on a casino floor. Only one state, New Jersey, prohibits
political contributions from gambling interests.

In Louisiana, gambling interests in 1993 and 1994 gave state legislators more than
twice as much as did the petrochemica! industry, a study by The Times-Picayune of
New Orleans showed.

"I've been told by legislator after legislator that the gambling industry has become
the single largest political influence in their states,” said Robert Goodman, a

professor at Hampshire College in Amherst, Mass., who is the author of "The Luck
Business" (Free Press, 1995), a book critical of legalized gambling's spread. "It's a

' sea change in the political landscape in the states where the gambling industry is

operating."

As in many other states that now have casinos, the spending in Illinois has been
spurred by competition amang gambling concerns whose interests conflict.

Wealthy businessmen who want casino licenses, which now allow casino gambling
only on riverboats, are spending hundreds of thousands of dollars a year in campaign
contributions to help persuade legislators to expand gambling to Chicago and
suburbs. Fearful of new competition, the owners of the state's 10 existing licenses
are contributing hundreds of thousands more to protect their monopolies. In doing
so, they have placed themselves in an unusual alliance with those who oppose
gambling on moral or social grounds.

In Washington, the rise of the gambling industry has created influential power
brokers. In a single afternoon last June, Steve Wynn, chairman of Mirage Resorts,
one of the country's largest casino companies, raised nearly $500,000 for the
Presidential campaign of Bob Dole, the Senate majority leader. The fund-raising
luncheon, at a posh Las Vegas country club, came one day after Mr. Dole had
traveled to Los Angeles to level a withering attack on what he described as the
mercenary values of the entertainment industry.

Mr. Dole opposes new taxes on the gambling industry, said his spokesman, Clarkson
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Hine, but supports creation of a Federal commission to study gambling's effects. The
industry opposes such a commission, believing that it could lead to heightened
regulation. But Mr. Hine said Mr. Dole "feels strongly" that regulation should be left
to the states.

In any event, Mirage Resorts is hardly the only gambling-industry player in the
capital. The 370-member Mashantucket Pequot tribe, virtually unknown until it
opened the Foxwoods Resort Casino in Ledyard, Conn., in 1992, is one of many
others, having given $465,000 to the Democratic National Committee and $100,000
to the Republican National Committee from 1991 to 1994.

Gambling money is so abundant that on occasion it reaches out even to the most
vocal of gambling opponents, like Gov. Kirk Fordice of Mississippi, where casino
operations have been growing for five years.

In 1993, Mr. Fordice accepted $73,500 in contributions from casino interests, almost
a third of all the money he raised that year. Then, beginning last Jan. 1, he swore off
accepting any more gambling money, although he declined to return the earlier
bounty. The purpose of the new policy, said Andy Taggart, his campaign manager,
was to take an issue away from his opponent this year. Mr. Fordice won.

First the Boom, Then a Backlash

It was political money, along with the promise of new tax revenue for recession-
racked states, that provided the kindling for the wildfire spread of legalized gambling
in the 1990's.

In 1988, only Nevada and New Jersey had casinos. Now, 24 states have casinos on
land, water or Indian reservations, and 48 states have legalized gambling of some
kind. In the last four years, annual legal-gambling revenue has grown by 50 percent,
to $39.9 billion. That is nearly a quadrupling since 1982, according to an annual
survey by Christiansen/Cummings Associates, a consulting firm that specializes in
the gaming industry. On average, profit margins are high, ranging from 15 to 20
percent, said Will E. Cummings, managing director of the firm.

"Without the outside influence coming in" to lobby in this state or that, "there would
be no spread of gaming,” said Willlam N. Thompson, a professor at the University of
Nevada at Las Vegas who is co-author of "The Last Resort: Success and Failure in
Campaigns for Casinos" (University of Nevada Press, 1990). "The opponents don't
get to make their case."

In the last year, though, the industry has suffered several financial and political
failures, suggesting that the market for betting may finally be saturated. A casino in
New Orleans and riverboats in Louisiana and Mississippi have failed, and voters and

~ ‘lawmakers have rejected the expansion of gambling in a nhumber of states.

Industry analysts say some of the backlash can be attributed to growing revulsion
with the amount of gambling money in politics, and to concern about corruption
amang holders of public office,

In the most recent scandal, the Federal Bureau of Investigation said in August that it
was investigating whether video poker operators in Louisiana had bribed lawmakers
into killing anti-gambling legislation earlier this year. That inquiry is continuing, but



many of the legislators who are targets of it either have chosen to retire or failed to
win re-election this fall.

In Pennsylvania, State Attorney General Ernie Preate Jr. pleaded guilty in June to
hiding campaign contributions from operators of illegal video poker games. And from
1989 to 1992, lawmakers in Arizona, Kentucky, South Carolina and West Virginia
were convicted of accepting bribes from gambling interests,

Much 'Like a Bull In a China Shop'

Frank 1. Fahrenkopf Jr., president of the American Gaming Association, the industry's
trade group, told a Congressional committee last month that singling out legalized
betting as a corrupting influence was unfair.

"The problem," said Mr. Fahrenkopf, a former Republican national chairman, "is that
where there is money, there is the potential for corruption, and that is by no means
confined to gaming interests.” After listing political scandals from Teapot Dome to
Abscam, he added, "To suggest that it is unique to our industry is manipulative,
cynical and, frankly, dishonest."

Even when operating within the law, though, gambling supporters have sometimes
lacked subtlety.

In 1994, the president of the Louisiana Senate, Sammy Nunez, handed out
envelopes to colleagues on the Senate floor, each containing a $2,500 campaign
check from a casino owner. Mr. Nunez lost in a bid for re-election in November.

In Ilinois in 1993, Al Ronan, a legislator turned casino lobbyist, pulled lawmakers off
the floor and handed them white envelopes containing campaign checks of $50 to
$300.

"The gambling companies have been like a bull in a china shop," said William R.
Eadington, director of the Institute for the Study of Gambling and Commercial
Gaming, at the University of Nevada at Reno. "These were companies that did not
have the sophistication to understand the nuances of political activity."

Some experts, noting the intense issue that gambling money has become in some
states and localities, believe that the industry has turned into its own worst enemy.

Despite devoting $16.5 million to the referendum on casino legalization in Florida last
year, pro-gambling forces were crushed at the polls, 62 percent to 38 percent, at
least partly because of voter discomfort with that level of spending.

And given the corruption investigation in Louisiana, candidates for governor there
spent much of the race this year trying to trump each other's anti-gambling stands.

Further, after the St. Louis County Executive, George Westfall, accepted more than
$150,000 in contributions from companies competing for a riverboat casino license,
_ the County Council this year approved a ban on the industry's political donations.

In recent months, some casino companies have decided to put a stop to their own
muitimillion-dollar political wagers.



One such company is Mirage Resorts, which spent more than $10 million in a four-
year failed campaign to place a casino in Bridgeport, Conn. "Qur company policy
right now is that we are not going to go out in any jurisdiction and actively lobby to
change any law, to actively try to convince people,” said Richard D. Bronson, a
member of Mirage's board and president of the company's development arm. “Look
what happened in Connecticut.”

Alan M. Feldman, Mirage's vice president for public affairs, added: "It has told us
that this isn't our bag. We're just not political animals."
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HEADLINE: HEARING JOHN'S VOICE WAS JOLT FOR RINGO
BYLINE: P-I News Services

BODY: Ringo Starr and his old Beatles bandmates felt strange recording a new song
with the disembodied voice of John Lennon.

The good news for Beatlemaniacs, though, is that "Free as a Bird" "really sounds like
a Beatle track," the drummer said Thursday in New York.

The Beatles "could have made this in 1967," he said.

Starr joined Paul McCartney and George Harrison in working around an old Lennon
vocal to create the new recording, one of two featured in a Beatles documentary
airing in November.

Hearing Lennon's voice on tape wasn't easy, Starr said.

"It was pretty emotional," he said. "We had to feel that he's gone for a cup of tea,

that he's gone on holiday, but he's still there. That was the only way I could get
through it."

She could turn the world on with her smile, So what effect would Mary Richards have
in her undies?

Oh, Mr. Grant: Looks as if we'll find out next year.

Mary Tyler Moore will cavort in her underwear in a scene in the movie "Flirting With
Disaster."

Moore won the role after arriving "dressed very sexily" for a meeting at a hotel, the
director, David Russell, said in the June issue of GQ magazine.



Russell, mindful of Moore's wholesome image, originally wanted to cast her in a less
provocative part. But the 57-year-old actress lobbied for the role, he said.

"Mary is not walking around the whole movie like some Marilyn Monroe type,” Russell
said. "We had a lot of conversations about it, and the role is not some cartoon."”

Moore's publicist, Wendy Morris, confirmed yesterday that "there is a rather racy
scene, where she's in bed with her hushand, wearing a bra and panties.”

The theater at the Mirage hotel in Las Vegas has been renamed for Siegfried & Roy
because of the magic they've worked at the box office.

"I can't imagine where The Mirage would be without Siegfried & Roy," Mirage
Resorts Inc. Chairman Steve Wynn told stockhoiders Thursday. "None of this
happens by magic or by accident."

Wynn said the illusionists have drawn 3.6 million people and generated $250 million
in revenue since they began performing at the resort in 1990,
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A
Abbott Laboratories

100 Abbott Park Road
Abbott Park, IL 60064-3500
CEO: Duane L Burnham

Adobe Systems

PO Box 7500

Mountain View, CA 94039-7900
CEOQO: John E Warnock

Advanced Micro Devices
PO Box 3453

Sunnyvale, CA 94088-3453
CEO: Walter J Sanders 111

Drugs
708-937-6100
Fax: 708-937-1511

Computer software
415-961-4400
Fax: 415-961-3769

Computer peripherals
408-732-2400
Fax: 408-774-7010
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HEADLINE: MIRAGE OWNER CREATING A VEGAS-TYPE FAIRY TALE;

BEST YEAR YET FOR RESORT HOTELS' GAMBLE ON GLITZ

BYLINE: Associated Press.
DATELINE: LAS VEGAS

BODY:

For a guy spending $2.3 billion on four of the world's largest and glitziest hotels-
replete with pirates, white tigers and a volcano-it might seem unusual when Steve
Wynn invokes a fable like the Three Little Pigs to describe his success.

But Wynn is a believer, in himself, his company and Las Vegas.

His Mirage Resorts Inc. owns two of the world's largest hotels, with construction
beginning this year on two more that will give the company the sixth- through ninth-
largest hotels worldwide.

"This is the biggest year in the history of The Mirage,” he said in an interview,
referring to the $630 million resort opened in 1989, "Our best year was not our first,
our second or our third. Our best year was our fourth, exceeded now by our fifth.

"That's the kind of happy progression when you build a house of bricks, like the
Three Little Pigs," he said. "That's when you don't have to worry about the wolf
huffing and puffing and blowing your house down."

Wynn, chairman of Mirage Resorts, animatedly recited the firm's successes in his
richly-appointed office, his German shepherd Iax snoozing at his feet. He also
outlined his company's plans for the coming months:

- There's $55 million to dress up The Mirage.

- There's a joint partnership with Gold Strike Resorts for a new $300 million, 3,000-
room resort to be called the Victoria, a mile up the Strip from the Mirage.

- And the crowning achievement: Beau Rivage, a 3,000-room, 50-story resort that
will take shape on an island in the middle of a lake on the 110-acre site where the
old Dunes Hotel stood. The price tag: $700 million to $900 million.

Wynn, not known for understatement, promises Beau Rivage will be "the most
romantic hotel in the history of the world."

"The Beau Rivage is our most ambitious hotel by a substantial measure," said Wynn.



"We're trying design and environmental moves that pick up where we left off at The

Mirage."

"The rooms are almost 30 percent larger than anything in Las Vegas, the bathrooms
will be in marble-all those things you associate with five-star hotels. No one's ever
built a hotel this large with those kinds of features."

The Beau Rivage and Victoria are scheduled for completion in the latter haif of 1997.

Wynn, 53, is known for delivering on big promises. He first visited a far-different Las
Vegas in 1952 as an impressionable 10-year-old when his father tried-and failed-to
start a hingo parlor here.

Enamored by the glitz, he returned years later with his wife, Elaine, and two young
daughters, parlayed a land deal into his first $1 million, and bought stock in the
Golden Nugget, a casino that he transformed into a downtown showplace. His
appearances in Golden Nugget TV commerciais helped make him known to millions
of Americans.

The Mirage was the first new hotel built on the Strip in 16 years when it opened in
1989. It sparked a building boom that continues to gain momentum, with four new
megaresorts planned at a price tag approaching $1.8 billion. They include Beau
Rivage, Victoria, MGM Grand's New York-New York and a new hotel linked to the
Stratosphere Tower,

The four follow the late 1993 opening of the $1 billion MGM Grand Hotel and Theme
Park, the $375 million Luxor, and the $450 million Treasure Island, a Mirage
Resorts property.

Mirage Resorts, which also includes the Golden Nugget hotels in downtown Las
Vegas and Laughlin, Nev., reported operating income of $237.8 million on revenues
of $1.25 billion in 1994, up from the $131.7 million in operating income and revenue
of $953.4 million in 1993.

Wynn may be responsible for taking the giant leap with The Mirage that sparked the
current multibiflion-dollar boom, but he credits the late Jay Sarno, who built Caesars
Palace, with providing the flair that changed the direction of this gaming capital.

"It was Jay who brought Las Vegas the first taste of the concept that the place itself
is the show, from top to bottom, stem to stern, the costumes, the architecture. He
thought that the design should be an imagination excursion. And Caesars Palace did
that.

"Somebody, if not me, would have picked up on what Jay was trying to do in Las
Vegas. We just got there first.

"I think probably we brought to the party the idea that you could dedicate more
capital, more quality to one of these places than anybody had tried to do before me,”
Wynn said. "That was partially due to my personality, and my colleagues.

"But another thing to remember is that by the time I was ready to go, our company
had matured and we were ready to do this. Capital markets had changed and big
money was available. There was no big money available in the old days, except to a



guy like (billionaire Kirk) Kerkorian."
Kerkorian is the majority shareholder in the MGM Grand.

Wynn credits the sale of the Golden Nugget in Atlantic City in 1987, plus financing
by junk bond financier Michael Milken, with providing the unheard of figure of $630
million to finance The Mirage.

With more than 87,000 hotel and motel rooms in the city, some have expressed
concern about overbuilding. Not Wynn.

"The issue isn't overbuilding," he said. "The issue is the quality of the product. As
long as the products are new and fanciful and kept up well, the people will continue
to come and the properties will enjoy great times. If older places are not
reinvigorated, they'll pass by the wayside."

"They were asking the question about saturation when we had 40,000 rooms and
went to 50 (thousand), 50 and went to 60, 60 and went to 70. The answer has

always been the quality of the development. If this town was full of motel rooms with
slot machines in front, they'd all be closed.”

Los Angeles Times
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For a guy spending $2.3 billion on four of the world's largest and glitziest hotels -~
replete with pirates, white tigers and a volcano -- it might seem unusual when Steve
Wynn invokes a fable like the Three Little Pigs to describe his success.

But Wynn is a believer, in himself, his company and Las Vegas.

His Mirage Resorts Inc. owns two of the world's largest hotels, with construction
beginning this year on two more that will give the company the sixth- through ninth-
largest hotels worldwide.

"This is the biggest year in the history of The Mirage," he said in an interview,

referring to the $630-million resort opened in 1989, "Our best year was not our first,
our second or our third. Our best year was our fourth, exceeded now by our fifth.
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"That's the kind of happy progression when you build a house of bricks, like the
Three Little Pigs," he said. "That's when you don't have to worry about the wolf,
huffing and puffing and blowing your house down."

Wynn, the chairman of Mirage Resorts, animatedly recited the firm's successes
and outlined his company's plans for the coming months:

* There's $55 million to dress up The Mirage.

* A joint partnership with Gold Strike Resorts for a new $300-million, 3,000-rcom
resort to be called the Victoria, a mile up the Strip from the Mirage.

* And the crowning achievement: Beau Rivage, a 3,000-room, 50-story resort that
will take shape on an island in the middle of a lake on the 110-acre site where the
old Dunes Hotel once stood. The price tag: $700 million to $900 million.

Wynn, not known for understatement, promises Beau Rivage will be "the most
romantic hotel in the history of the world."

"The Beau Rivage is our most ambitious hotel by a substantial measure," said Wynn.
"We're trying design and environmental moves that pick up where we left off at The
Mirage.

"The rooms are almost 30% larger than anything in Las Vegas, the bathrooms will be
in marble -- all those things you associate with five-star hotels. No one's ever built a
hotel this large with those kinds of features."

The Beau Rivage and Victoria are scheduled for completion the latter half of 1997,

Wynn, 53, is known for delivering on big promises. He first visited a far different Las
Vegas in 1952 as an impressionable 10-year-old when his father tried -- and failed --
to start a bingo parlor,

Enamored by the glitz, he returned years later with his wife, Elaine, and two young
daughters, parlayed a land deal into his first $1 million and bought stock in the
Golden Nugget, a casino that he transformed into a downtown showplace. His
appearances in Golden Nugget TV commercials helped make him known to millions
of Americans.

The Mirage was the first new hotel built on the Strip in 16 years when it opened in
November, 1989. It sparked a building boom that continues to gain momentum, with
four new mega-resorts planned at a price tag approaching $1.8 billion. They include
Beau Rivage, Victoria, MGM Grand's New York-New York and a new hotel linked to
the Stratosphere Tower.

The four follow the late 1993 opening of the $1-billion MGM Grand Hotel and Theme
Park, the $375-million Luxor and the $450-million Treasure Island, a Mirage
Resorts property.

Mirage Resorts, which also includes the Golden Nugget hotels in downtown Las
Vegas and Laughlin, Nev,, reported operating income of $237.8 million on revenues
of $1.25 billion in 1994, up from the $131.7 million in operating income and revenue



.of $953.4 million in 1993.

~ With more than 87,000 hotel and motel rooms in the city, some have expressed

concern about overbuilding. Not Wynn.

"The issue isn't overbuilding," he said. "The issue is the quality of the product. As
long as the products are new and fanciful and kept up well, the people will continue
to come and the properties will enjoy great times. If older places are not
reinvigorated, they'll pass by the wayside."

"They were asking the question about saturation when we had 40,000 rooms and
went to 50 (thousand), 50 and went to 60, 60 and went to 70. The answer has

always been the quality of the development. If this town was full of motel rooms with
slot machines in front, they'd all be closed."

Associated Press Worldstream
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For a guy spending dirs 2.3 billion on four of the world's largest and glitziest hotels _
replete with pirates, white tigers and a volcano _ it might seem unusual when Steve
Wynn invokes a fable like the Three Little Pigs to describe his success.

But Wynn is a believer, in himself, his company and Las Vegas.

His Mirage Resorts Inc. owns two of the world's largest hotels, with construction
beginning this year on two more that will give the company the sixth- through ninth-
largest hotels woridwide.

"This is the biggest year in the history of The Mirage," he said in an interview,
referring to the dirs 630 million resort opened in 1989, "Our best year was not our
first, our second or our third. Our best year was our fourth, exceeded now by our
fifth.

"That's the kind of happy progression when you build a house of bricks, like the
Three Little Pigs,” he said. "That's when you don't have to worry about the wolf,
huffing and puffing and blowing your house down."

Wynn, the chairman of Mirage Resorts, animatedly recited the firm's successes in



his richly-appointed office, his German shepherd Iax snoozing at his feet. He also
outlined his company's plans for the coming months:

_There's dlrs 55 million to dress up The Mirage.

_A joint partnership with Gold Strike Resorts for a new dirs 300 million, 3,000-rcom
resort to be called the Victoria, a mile (1,600 meters) up the Strip from the Mirage.

_And the crowning achievement: Beau Rivage, a 3,000-room, 50-story resort that
will take shape on an island in the middle of a lake on the 110-acre (44-hectare) site
where the old Dunes Hotel once stood. The price tag: dirs 700 million to dlrs 900
million.

Wynn, not known for understatement, promises Beau Rivage will be "the most
romantic hotel in the history of the world."

"The Beau Rivage is our most ambitious hotel by a substantial measure," said
Wynn. "We're trying design and environmental moves that pick up where we left off
at The Mirage."

"The rooms are almost 30 percent larger than anything In Las Vegas, the bathrooms
will be in marble _ all those things you associate with five-star hotels. No one's ever
built a hotel this large with those kinds of features.”

The Beau Rivage and Victoria are scheduled for completion the latter half of 1997.

Wynn, 53, is known for delivering on big promises. He first visited a far-different Las
Vegas in 1952 as an impressionable 10-year-old when his father tried _ and failed _
to start a bingo parlor here.

Enamored by the glitz, he returned years later with his wife, Elaine, and two young
daughters, parlayed a land deal into his first dirs 1 million, and bought stock in the
Golden Nugget, a casino that he transformed into a downtown showplace. His
appearances in Golden Nugget TV commercials helped make him known to millions
of Americans.

The Mirage was the first new hotel built on the Strip in 16 years when it opened in
November 1989, It sparked a building boom that continues to gain momentum, with
four new megaresorts planned at a price tag approaching dirs 1.8 billion. They
include Beau Rivage, Victoria, MGM Grand's New York-New York and a new hotel
linked to the Stratosphere Tower,

The four follow the late 1993 opening of the dirs 1 billion MGM Grand Hotel and
Theme Park, the dlrs 375 million Luxor, and the dirs 450 million Treasure Island, a
Mirage Resorts property.

Mirage Resorts, which also includes the Golden Nugget hotels in downtown Las
Vegas and Laughlin, Nevada, reported operating income of dirs 237.8 million on
revenues of dirs 1.25 billion in 1994, up from the dirs 131.7 million in operating
income and revenue of dirs 953.4 million in 1993.

Wynn may be responsible for taking the giant leap with The Mirage that sparked the
current multi-billion-dollar boom, but he credits the late Jay Sarnc, who built Caesars



Palace, with providing the flair that changed the direction of this gaming capital.

"It was Jay who brought Las Vegas the first taste of the concept that the place itself
is the show, from top to bottom, stem to stern, the costumes, the architecture. He
thought that the design should be an imagination excursion. And Caesars Palace did
that.

"Somebody, if not me, would have picked up on what Jay was trying to do in Las
Vegas. We just got there first."

"I think probably we brought to the party the idea that you could dedicate more
capital, more quality to one of these places than anybody had tried to do before me,"
Wynn said. ''That was partially due to my personality, and my colleagues.

_ "But another thing to remember is that by the time [ was ready to go, our company
had matured and we were ready to do this. Capital markets had changed and big
money was available. There was no big money available in the old days, except to a
guy like (billionaire Kirk) Kerkorian."

Kerkdrian is the majority shareholder in the MGM Grand.

Wynn credits the sale of the Golden Nugget in Atlantic City in 1987, plus financing
by junk bond financier Michael Milken, with providing the unheard of figure of dirs
630 million to fund The Mirage.

With more than 87,000 hotel and motel rooms in the city, some have expressed
concern about overbuilding. Not Wynn.

"The issue isn't overbuilding," he said. "The issue is the quality of the product. As
long as the products are new and fanciful and kept up well, the people will continue
to come and the properties will enjoy great times."

The Associated Press
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For a guy spending $ 2.3 billion on four of the world's largest and glitziest hotels -
replete with pirates, white tigers and a volcano - it might seem unusual when Steve
Wynn invokes a fable like the Three Little Pigs to describe his success.

But Wynn is a believer, in himself, his company and Las Vegas.

His Mirage Resorts Inc. owns two of the world's largest hotels, with construction
beginning this year on two more that will give the company the sixth- through ninth-
largest hotels worldwide. -

"This is the biggest year in the history of The Mirage,” he said in an interview,
referring to the $ 630 million resort opened in 1989. "Our best year was not our first,
our second or our third. Our best year was our fourth, exceeded now by our fifth.

"That's the kind of happy progressioh when you build a house of bricks, like the

_ Three Little Pigs," he said. "That's when you don't have to worry about the wolf,

huffing and puffing and blowing your house down."

Wynn, the chairman of Mirage Resorts, animatedly recited the firm's successes in

_his richly-appointed office, his German shepherd Iax snoozing at his feet. He also

outlined his company's plans for the coming months:
-There's $ 55 million to dress up The Mirage.

-A joint partnership with Gold Strike Resorts for a new $ 300 million, 3,000-room
resort to be called the Victoria, a mile up the Strip from the Mirage.

-And the crowning achievement: Beau Rivage, a 3,000-room, 50-story resort that
will take shape on an island in the middle of a lake on the 110-acre site where the
old Dunes Hotel once stood. The price tag: $ 700 million to $ 900 million.

Wynn, not known for understatement, promises Beau Rivage will be "the most
romantic hotel in the history of the world."

"The Beau Rivage is our most ambitious hotel by a substantial measure,”" said Wynn.
"We're trying design and environmental moves that pick up where we left off at The
Mirage.”

"The rooms are almost 30 percent larger than anything in Las Vegas, the bathrooms
will be in marble - all those things you associate with five-star hotels. No one's ever
built a hotel this large with those kinds of features."

The Beau Rivage and Victoria are scheduled for completion the latter half of 1997.

Wynn, 53, is known for delivering on big promises. He first visited a far-different Las
Vegas in 1952 as an impressionable 10-year-old when his father tried - and failed -
to start a bingo parlor here.

Enamored by the glitz, he returned years later with his wife, Elaine, and two young
daughters, parlayed a land deal into his first $ 1 million, and bought stock in the
Golden Nugget, a casino that he transformed into a downtown showplace. His
appearances in Golden Nugget TV commercials helped make him known to millions
of Americans.



The Mirage was the first new hotel built on the Strip in 16 years when it opened in
November 1989, It sparked a building boom that continues to gain momentum, with
four new megaresorts planned at a price tag approaching $ 1.8 billion. They include
Beau Rivage, Victoria, MGM Grand's New York-New York and a new hotel linked to
the Stratosphere Tower.

The four follow the late 1993 opening of the $ 1 billion MGM Grand Hotel and Theme
Park, the $ 375 million Luxor, and the $ 450 million Treasure Island, a Mirage
Resorts property.

Mirage Resorts, which also includes the Golden Nugget hotels in downtown Las
Vegas and Laughlin, Nev., reported operating income of $ 237.8 million on revenues
of $ 1.25 billion in 1994, up from the $ 131.7 million in operating income and
revenue of $ 953.4 million in 1993,

Wynn may be responsible for taking the giant leap with The Mirage that sparked the
current multi-billion-dollar boom, but he credits the late Jay Sarno, who built Caesars
Palace, with providing the flair that changed the direction of this gaming capital.

"It was Jay who brought Las Vegas the first taste of the concept that the place itself
is the show, from top to bottom, stem to stern, the costumes, the architecture. He
thought that the design should be an imagination excursion. And Caesars Palace did
that.

"Somebody, if not me, would have picked up on what Jay was trying to do in Las
Vegas. We just got there first.”

"I think probably we brought to the party the idea that you could dedicate more
capital, more quality to one of these places than anybody had tried to do before me,"
Wynn said. "That was partially due to my personality, and my colleagues.

"But another thing to remember is that by the time I was ready to go, our company
had matured and we were ready to do this. Capital markets had changed and big
money was available. There was no big money available in the old days, except to a
guy like (billionaire Kirk) Kerkorian."

Kerkorian is the majority shareholder in the MGM Grand.

Wynn credits the sale of the Golden Nugget in Atlantic City in 1987, plus financing
by junk bond financier Michael Milken, with providing the unheard of figure of $ 630
million to fund The Mirage.

with more than 87,000 hotel and motel rooms in the city, some have expressed
concern about overbuilding. Not Wynn.

"The issue isn't overbuilding," he said. "The issue is the quality of the product. As
long as the products are new and fanciful and kept up well, the people will continue
to come and the properties will enjoy great times. If older places are not
reinvigorated, they'll pass by the wayside."”

"They were asking the question about saturation when we had 40,000 rooms and
went to 50 (thousand), 50 and went to 60, 60 and went to 70. The answer has
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always been the quality of the development. If this town was full of motel rooms with

slot machines in front, they'd all be closed."
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Las Vegas is a numbers game.

Not just at the roulette wheel, craps or blackjack table or in the sports book at any of
the major hotels. No, the biggest numbers in Las Vegas concern the city's
unprecedented growth. Those digits mean the desert destination is big business.

Tourism figures for 1994 are up 19.8 percent. Gaming numbers also increased last
year. Last year's explosion of new hotels - 10,000 rooms opened at MGM Grand,
Treasure Island and Luxor - and renovations at the other established hotels were a
major factor.

Hotel rocoms now number more than 87,000, more than any U.S. metropolitan area.
The projected number by the turn of the century is 123,000 rooms.

An estimated 27 million passengers passed through McCarran International Airport in
1994, an increase of more than 17 percent compared to the 22,5 million passengers
who used the airport the year before.

Population of Las Vegas (Clark County) is expected to near the million mark by the
end of 1996. And the number of companies relocating to Las Vegas from California
was up 20 percent form the 1993 level.

It's no mystery that one of the city's newest attractions - "Mystere," Cirque du

-Soleil's production at Steve Wynn's Treasure Island Hotel - is one of the strip's

biggest draws. Tourists from all over the world flock to the show.

"Mystere"” opened officially in January 1994 and has helped change the face of
entertainment throughout Las Vegas. Mystere has been created by Cirque du Soleil's
original production team: artistic director Gilles Ste.-Croix; director Franco Dragone;
composer Rene Dupere; choreographer Debra Brown; costume designer Dominique
Lemieux; set designer Michel Crete; lighting and special effects designer Luc
Lafortune and sound designer Jonathan Deans. Three additional creators have been
hired for the Treasure Island production: Pavel Brun, Basil Schoultz, and Michael
Moschen,



If you don't recognize "cirque," the French word for "circus," the smell of popcorn in
the air is a dead giveaway. The show - a blend of mime and magic, ballet and
burlesque, acrobatics and art - features 70 performers from around the world. There
are stilt-walkers and jugglers, hand-balancing acts and comics. The result is world-
classentertainment.

The first Cirque du Soleil was created 10 years ago in Quebec.

"Cirque is the idea! complement to Treasure Island,” says Steve Winn, chairman of
the board of Mirage Resorts Inc. "Our international guests will find Cirque to be a
special delight with no language or cultural barriers. People from all over the world
will enjoy the wonder and pleasure to be found at a Cirque performance.”

Time Magazine stated that "the grand ethereal Cirque du Soleil is really primal
theater, an age-old blend of music and motion. . . . It's an out of Broadway
experience."

Mr. Winn created a 1,525-seat theater at his Treasure Island Hotel specifically for the
show. The theater has a 36-foot diameter ring with a revolving turntable that can
rotate at speeds up to 10 revolutions per minute. Cirque combines technology and
circus skills andincludes a computer-controlled hydraulic rigging system, providing
movememnt for all acts.

The theater is dark on Monday and Tuesday. Two shows each night are scheduled at
7:30 and 10:30. Tickets are $57.20 for adults and $28.60 for children under 12.

From March 11 to Sept. 11, "Saltimbanco," an earlier production which also played in
the Washington area last year, will be presented in Tokyo, representing Cirque's
second visit to Japan.

And there's still more that's new in Glitter Gulch:

* A toll tale: The Federal Bureau of Land Management says it will begin charging $5
per car for visitors driving into Red Rock Canyon National Conservation Area, an
extremely popular scenic area west of Las Vegas. Known for their vivid red stripes,
the rocks look as though a drunken monster had gone on a binge painting the town
red with bold, broad strokes. Monies collected will be used to offset costs of
managing the natural wonder.

* Hotel hype: Steve Wynn is planning to build a 50-acre lake and erect the "world's
most romantic hotel" on a 17-acre island at his new Beau Rivage (where the Dune
stood until 1993.) The full-service resort is due in late 1997, and spokesman Alan
‘Feldman says it will be more upscale than the Mirage, offer "the excitement and
dynamism of this market” and nonstop romantic details. The Beau Rivage will be
marketed to the sophisticated traveler who likes the finer, more elegant amenities
found in posh hotels on out-of-the-way Caribbean islands.

* Where's the turkey? Cranberry World, outside of town opened in mid-January.
Believe-it-or-not, Cranberry World is an Ocean Spray-sponsored theater, exhibit hail,
museum, juice sampling center, demonstration kitchen and gift shop. It's
Thanksgiving every day.

* Way back: Forum Shops at Caesars may open the world's first permanent large-
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scale 3-D ride next year. "Back to the Future" will be enclosed in a dome theater
with an 82-foot hemispherical screen. Imax Corp. and Forum Venture Partners will
develop the theater and build the simulator ride.

* Animal story: If you think all the animals are in the casinos, take a short ride to
the Southern Nevada Zoological Botanical Park on Rancho Drive and see the tigrina,
a small tropical cat. The only park in North America exhibiting this endangered
species also has an African lion, Bengal tiger, Barbary apes, monkeys, wallabies,
flamingos, a king vulture and more.
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No longer mob-controlled, Las Vegas is today largely dominated by families with
deep roots in the gambling business. More and more of them are sliding onto The
Forbes Four Hundred.
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"GET THEM before they get you." We had just asked Ralph Engelstad what lessons
he had learned as a varsity hockey player that had come in handy in business. The
bluntness of the reply rather startled us, but then so had the man's garb and his
office decor. This centimillionaire was wearing a short-sieeved bright red shirt and
sported a diamond pinky ring. On the wall to the left of his desk was displayed a
bull's penis stretched out to resemble a cane.

'Deftly and ruthlessly applying that hockey-learned philosophy, Engelstad is one of six

members of The Forbes Four Hundred who made their killing in Las Vegas and other
Nevada spots.

Odds are that several mentioned here will make the list in the near future. These
men come from assorted backgrounds. There's Engelstad, grandson of a Norwegian
potato farmer and a native of Thief River Falls, Minn. There's the son of a onetime
Basque shepherd, John Ascuaga. There's the son of a Dallas mule trader, Jack
Binion. Peter Thomas, a Mormon, is the son of a Utah banker. Frank Fertitta III is the
son of an Italian-American who started his gambling career after a stint as a hotel
bellhop. William Boyd is the great-grandson of a Scotsman who reputedly played
poker with Jesse James.

In America's postindustrial age, gambling is a growth business. Today there are 90
publicly traded gambling companies; five years ago there were only 30. Nevada's
fiscal 1994 hold (what the house keeps from the total amount gambled, or handle)
was up a solid 10.4%, to $ 6.7 billion, out of a total handle of $ 87 billion. The giant
new MGM Grand and Luxor and Treasure Island gambling palaces are drawing tens



of thousands of awestruck customers.

Is the economy slowing? Not here. Vegas expects total visitors to be up 25% this
year,

Not much surprise that there are now six gambling magnates among the The Forbes
Four Hundred, a gain of two over last year. One dropout is John Connelly, head of
President Riverboat, with its Mississippi riverboat casinos.

Ralph Engelstad

A refugee from the North Dakota construction trade, Engelstad started in Las Vegas
as a home builder and made an early killing when he sold what is now the North Las
Vegas Air Terminal to Howard Hughes for $ 5.7 million. In 1971 Engelstad bought
"an old, rundown motel" directly across from Caesars Palace, on the Strip. Down it
went, and in its place rose in 1974 the Imperial Palace.

Now this was more like it. No haggling with subcontractors, no fretting about interest
rates, no worry about delivery of materials. Gambling was a cash business, few
receivables. Customers give you maney; you give some of it back, on an irregular
schedule to keep them interested.

Of course, you have to make sure customers are having a good time, and
entertainment can get expensive. But Engelstad doesn't book Sinatra. The Imperial
Palace buys cheap entertainment: a collection of 250 antique autos; the twice-
nightly "Legends in Concert” show, a staging of Elvis/Liberace/Madonna/Sammy
Davis Jr. impersonators for $ 23.50 a ticket (two drinks included).

Rather less hard on margins than, for example, the ship outside the new Treasure
Island complex, where a buccaneer battle is staged amid a tremendous light show.

Engelstad takes in an estimated cash flow of $ 50 million a year. "We're looking at

Middle America," says Engelstad -- the Circus Circus market. His room rates start at
$ 55 per night and go to $ 500 for a penthouse suite. "We don't lease any signs. We
don't lease any slot machines. We don't lease anything. We own it, and it's paid for."

Also paid for are assets bought with Vegas profits: 4 million square feet of property
in Texas and elsewhere, and two Boeing 727s equipped with beds, living rooms,
showers and bars. "Sometimes debt is good," he says. "I just don't happen to be in
the position where I need debt."

Engelstad is at the office by 9:30 a.m. and says he quits around midnight. The
workload is not getting lighter, he says, as he prepares for the opening early next
year of a 254,000-square-foot floating casino, part of a $ 110 million complex that
includes a hotel and six movie theaters in Biloxi, Miss. If it works, fine. If not, it's
about two years' cash flow, Either way, he's secure. "Ain't no stockholders, ain't no
goddamn bondholders, ain't no friggin' mortgage holders that are going to bounce us
out."

William Boyd

Boyd, another gambling magnate newcomer to The Four Hundred, is taking a flier on
a riverboat out of Tunica, Miss., but nothing that could put a drain on his Vegas
operation. He has the Fremont and the California downtown, the Stardust on the
Strip, Sam's Town on the Boulder Strip (which serves residents on Vegas' East Side



and Arizona tourists) and the Eldorado and Jokers Wild in Henderson, just south of
Vegas. The company plans another downtown casino, Main Street Station, next year,

Boyd Gaming went public last October at 80 times earnings. It sold 4.6 million
shares at 17, hit a high of 26 three days later, then tanked -- to a recent 13. But
who cares about that? Even at the current price Boyd, 62, still has stock worth $ 325
million. Meanwhile, he is banking not on Tunica but on the Fremont Street
Experience, a $ 63 million meta! mesh canopy over Fremont Street in downtown
Vegas due to be completed next year. The canopy will create, in essence, one giant
casino, featuring a misting system to cool visitors in summer, 32 kiosks, a light show
and retail shops. Under the canopy will be one of Boyd's two downtown casinos.
Boyd and other casino owners have kicked in $ 24 million; $ 39 million more will
come from hotel taxes.

Bill Boyd figures that the game isn't over. "Only about 20% of Americans have been
in a casino," he observes, Boyd has his dockside Tunica casino -- 1,800 slots and 70
table games, four restaurants and a 1,400-seat theater -- and minority interests
elsewhere, But Vegas is his mainstay.

Gambling is, almost literally, in the Boyd blood. Boyd's paternal great-grandfather
was in with Jesse James. Sam Boyd, Bill's father, was orphaned at 8, and quit high
school to work on the gambling ships anchored off the coast of California in the early
Thirties.

In 1941 Sam arrived in Las Vegas, which legalized gambling in 1931, with $ 30 in his
pocket. He found a town of 10,000 and one hotel on the Strip. Sam, his sister and
his wife worked at the Jackpot, then owned by Nate Mack, a founder of the Bank of
Las Vegas with the Thomas family, whom we'll meet later. Sam invented a penny
roulette game, and his sister helped him run it.

In 1947, after mobster Bugsy Siegel was gunned down, Sanford Adler and Charles
Resnik (two old-time Vegas hands) bought 50% of Bugsy's Flamingo Hotel and hired
Sam Boyd to represent their interests. Mobster Meyer Lansky owned the other 50%,
Bill Boyd says. Sam Boyd personally steered clear of the mob. "He did his job and
didn't have a problem," says Bill. "You had to live with the mob, but you kept them
at arm’s length.”

In 1974 Sam's son Bill, a lawyer, made gaming a full-time career when he and his
father sold their interest in another casino, and with a $ 4 million loan from Security
Pacific (that bank’s first casino loan) built their own California Hotel. Security Pacific
was wary about lending to a casino -- most banks were -- but Sam’s clean reputation
and the fact that Bill was a director of the Nevada State Bank made a difference.

The California is a niche player, catering to people from Hawaii and attracting them
in droves with cheap airfares and tour packages. Now the Boyds are adding 146
rooms to the 635-room hotel and will reopen the nearby Main Street Station around
the time the Fremont Street Experience opens next year. Banks have learned to love
casinos, in part thanks to their early experience with the Boyds.

In early 1984 the Nevada Gaming Control Board recommended them to operate the
Stardust on the Strip, a property formerly tainted by Teamsters loans and other mob
connections. With a $ 185 million bank loan Boyd Gaming bought the Stardust and
the Fremont Hotel from an associate of ex-Cleveland mobster and Vegas hand Moe
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Dalitz. Sam died in 1993, but Bill carries on.

Peter Thomas

The Thomases are a Mormon banking family from Utah. E. Parry Thomas was the
first Nevada banker to lend to casinos. In the 1960s and 1970s his Bank of Las
Vegas (later the Valley Bank of Nevada and now the Bank of America Nevada) was
also the disburser of Teamsters Pension Fund loans to casings. Peter Thomas, now
president of the bank, acknowledges that his father associated with some mobsters,
but was not financially involved with them. "Because my father was the only bank

" that would lend money to the industry, the good guys protected the bank from the

bad guys to a great extent," Peter Thomas says. Valley Bank had a corner on the
Vegas casino market, until the entry of other banks in the 1970s.

In-1992 Valley Bank merged with Security Pacific and Bank of America to create

"Bank of America Nevada. Today Peter Thomas, 45, and his family own an estimated

$ 100 million worth of BOA stock. With such powerful backing, Thomas can now
make megaloans -- for example, a $ 750 million line of credit to Circus Circus and
over $ 400 million to Mirage Resorts.

Is BOA Nevada worried about competition now that casino lending is respectable?
Not very. "The profitability of these new ventures is going to be flattening out," says
Warren Prostrollo Jr., Boa Nevada's senior credit officer, "and these banks are going
to be jumping into these credits precisely at the wrong time."

Stephen Wynn

Wynn, 52, is getting close to making The Forbes Four Hundred, with an estimated
net worth of $ 285 million. Wynn first came to Vegas as a 10-year-old, when his
father was managing the bingo parlor at the Silver Slipper. The parlor failed, but
Wynn was hooked. During weekends and summers off from the University of
Pennsylvania, Wynn worked at his father's bingo parlor in Maryland.

In 1966 he was introduced to an owner of Vegas' Last Frontier casino and was
invited to buy points in the Frontier: 3% for $ 45,000.

When the Frontier owners were forced to sell after evidence surfaced that
management had been infiltrated by the Detroit mob, Wynn took his share of the
proceeds and went into the liguor business, becoming supplier to many of the Vegas
hotels and casinos. In 1971 he bought a parcel of land next to Caesars Palace for $
1.1 million and flipped it to Caesars for $ 2.25 million.

With the cash, plus Valley Bank loans and the sale of his liquor distributorship,
Wynn bought 6% of the Golden Nugget casino in downtown Vegas. In the spring of
1973 Jerome Zarowitz -- "a man of notorious reputation,” in the words of Philip
Hannifin, then chairman of the state Gaming Control Board -- sold 52,000 of his
shares in Golden Nugget to Wynn as part of a state-mandated liquidation of
Zarowitz's holdings in Gelden Nugget.

Wynn walked into a Golden Nugget board meeting in June 1973 wearing jeans and
eating a hamburger. Some older board members gasped. Wynn calmly informed the
board that some employees were on the take. Maybe they should let Wynn run the
company and fix that. The board went along. In August 1973 Wynn became
chairman of Golden Nugget, which later became Mirage Resorts, today a leading
Vegas casino/entertainment company.



Wynn, as Peter Thomas describes it, brought Disney to Vegas. "His idea," says
Thomas, "is to take a person and transport him out of his everyday environment into
another world, which is what Walt Disney did." Thus did he create an ambience
attractive not just to gamblers but to a whole population seeking escape and fantasy.

Jack Binion

Jack Binion, 57-year-old owner of Binion's Horseshoe downtown, caters to
gambling's carriage trade, people like Saudi business magnate Adnan Khashoggi. In
Binion's World Series of Poker, the winner gets at least $ 1 million cash and a 14-
karat bracelet with his or her name inscribed. (This year, for the silver anniversary of
the tournament, Binion added another trophy: the World Champion's weight in
silver. Warner Russ Hamilton, a Vegas professional, bent the scale at 330 pounds,
costing Binion $ 28,512 in silver ingots,)

"I'm after the guy that's a serious gambler who understands odds," says Binion.
"He's not looking for as much amenities, although we've got good, basic amenities."

Binion indeed offers good odds, boasting a 98% payback on slot machines as against
the more usual 95%. For every $ 100 played, a hacearat gambler gives up 63 cents
at the Horseshoe, versus $ 1.25 at other casinos. Value and the Horseshoe's
nostalgic atmosphere (wood construction, old-time decor) make it, nearly 24 hours
per day, a gambling whirlwind. Binlon's father, Benny Binion, came to Sin City in
1946 with $ 2 million in cash in two suitcases, liquid capital from his days as a Dallas
mule trader, bootlegger and gambler.

In 1951 the cider Binion bought the Eldorado downtown and renamed it Binion's
Horseshoe. Two years later he went to jail for tax evasion and was a suspect in the
murder of a rival, Herb Noble,

There were other scandals, but never mind: Annual cash flow on the Horseshoe has
hit $ 15 million to $ 20 million in the last several years, supporting an estimated net
worth for the Binion family of around $ 200 million. With his cash flow from the
Horseshoe, Jack is also expanding into riverboats. But carefully: He favors Louisiana,
where the limited number of licenses should dampen competition.

John Ascuaga

Each morning at 7:15 a.m. 69-year-old John Ascuaga, estimated net worth near $
200 million, leaves his home in Genoa, Nev. in his red-and-white Chevy pickup and
drives 42 miles down I-395 to the casino he's built -- John Ascuaga's Nugget in
Sparks, a suburb of Reno.

The Reno market can resemble Vegas: nearly 25,000 guest rooms and aiming to be
a destination market. Though the -Reno/Sparks market is flat right now, Ascuaga is
very likely making over $ 20 million in annual operating cash flow. High-yielding
dollar slots are Ascuaga's big moneymaker. And the food is good. Ascuaga provides
beef from his three ranches in Nevada and California to the eight restaurants in the
Nugget.

Ascuaga's father came to the small town of Caldwell, Idaho from the Basque region
of Spain in 1906, to herd sheep here. Ascuaga worked his way through the
University of Idaho and Washington State's graduate program in hotel management.
In 1955 he began working in the Sparks Casino Cafe, a 60-seat coffee shop with a



few slot machines, across the street from the present casino.

Ascuaga feels no wanderlust. No Mississippi riverboats for him. Reno suits him fine,
He plans on adding about 800 rooms and renovating some of the cheaper ones
among his existing 968. The Nugget draws visitors mainly from northern California,
Oregon and Washington. A lot of tourists are elderly day-trippers from San Francisco,
where Nugget marketers have worked with travel agents to offer special bus rates.
High rollers they are not, but they love the slots, which are set to pay off at a low
90%. At $ 85 per night his occupancy rate is 96%. He and daughter Michonne
Ascuaga, 33, a Stanford M.B.A. and casino senior vice president, see no reason to
look anywhere else.

Gary Primm

At his three casinos 40 miles south of Vegas, on the state border with California,
Gary Primm catches them as they drive up from Los Angeles or San Diego (FORBES,
June 6, 1994). Primm pulls 2 million cars per year into the properties, and they leave
enough cash behind to put Primm on The Forbes Four Hundred this year with a net
worth of $ 340 million; the Primm clan overall is worth more than $ 600 million.
Entertainment? You bet. Whiskey Pete's features the Bonnic & Clyde "Death Car";
Primadonna Resort & Casino has a Ferris wheel and indoor carousel. Buffalo Biil's,
opened last summer, has the tallest roller coaster in the world (209 feet high), which
passes through the casino. Then there's a water flume ride, a 618-room hotel and
four restaurants.

Frank Fertitta III

The Fertitta family's shares in Station Casinos are down from $ 320 million a year
ago to $ 220 million now (plus the $ 150 million they took out when it went public in
May 1993). Blame the bust on its riverboat Casino St. Charles, operating out of St.
Charles, Mo., near St. Louis. In April Missouri voters rejected games of chance on
riverboats, so the 387-foot, 3-deck casino opened in May without slot machines. It is
allowed only video poker machines and table games, where skill is supposed to be
involved. But in Missouri, who understands video poker? So the Fertittas lobby hard.
Undiscouraged, Frank Fertitta III, chairman and son of founder Frank Fertitta Jr., has
built a second $ 26.5 million, 292-foot riverboat but doesn't have a place for it yet.
For this year's first half, the company reported losses on riverboat operations.

What keeps Station afloat Is the Nevada market. Frank Jr. left Galveston for Las
Vegas at age 21 and, after a stint as a bellman at the Tropicana, became a blackjack
dealer at the Stardust. He scraped up $ 50,000 and thiree partners in 1976 to acquire
a small casino on the west side of Las Vegas, and in the summer of 1977, the Bingo
Palace opened. "The first night we opened, it was mobbed. You couldn't move in
here," says Frank III. Today the casino, renamed Palace Station, has 84,000 square
feet of gaming space (2,175 video poker and slot machines) and 1,028 hotel rooms.
Marketed as "the Local Favorite," it caters heavily to locals and claims to offer better
payoff rates for slots than the average on the Strip. Palace Station is a river of cash
flow, and Fertitta's new $ 103 million Boulder Station, on the Boulder Strip, seems to
be ramping up nicely. The company also plans to open another casino --Sunset
Station -- in southeast Las Vegas in 1996.

"Our strategy has always been, even before we had the legalization of gaming in all
these new markets, to continue to expand here in Las Vegas," says Frank III.

Alongside all these is billionaire Kirk Kerkorian's gigantic MGM Grand, with a 5,005-
room hotel and a packed amusement park. Kerkorian has $ 1 billion of MGM Grand



stock. And there are Four Hundred perennials William Bennett and William
Pennington, both now mostly cashed out of the Circus Circus picture, as it goes
through its well-publicized management troubles.

What has usually busted gambling in this country has been scandal -- from the
Revolutionary War's crooked lotteries and Reconstruction Louisiana's lottery
skimming to the seemingly ubiquitous role of the mob in American gambling since
Prohibition.

Gambling has gone mainstream in America and become a kind of entertainment that
respectable people -- many of them families -- purchase. Vegas casinos have
become a $ 7-billion-plus destination resort industry. And the business community is
dominated by billionaires, centimillionaires and their bankers. Gambling is not
something you leave to the crooks anymore.

Las Vegas Business Press
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HEADLINE: Megaresort race on the Strip heats up -- Again
BYLINE: Jamie McKee
DATELINE: Las Vegas; NV; US
BODY:
The newest wave of megaresorts on the Strip started last week when Mirage
Resorts and ITT Sheraton announced new projects back-to-back.
The day before a well-publicized press conference at which ITT Sheraton promised to
unvell the new project it plans costing up to $ 1 billion building, Mirage Resorts
suddenly announced it had taken on its first Nevada partner by joining Gold Strike
Resorts to build a $ 250-million, 3,000-room resort on 43 acres at the

Dunes/Flamingo intersection, formerly The Dunes Hotel & Casino.

Mirage demolished part of the Dunes in October and plans to level the remainder in
July.

Gold Strike owns the Geld Strike Hotel & Gambling Hall and Nevada Landing in Jean,
and the Gold Strike Inn and Railroad Pass on Boulder Highway. It is working on
another 600-room hotel in Jean and is also developing riverboats in Elgin, Ill., near
Chicago, and in Bay St. Louis, Miss.

Gold Strike is known as a value-oriented operator whose Interstate properties attract
Califernians more interested in gambling than fancy hotel rooms or entertainment.

Two of its principals, Michael Ensign and Glenn Schaeffer, have experience working
for the most value-conscious operator on the Strip, Circus Circus Enterprises. Ensign
was chief operating officer of Circus Circus and Schaeffer was president.



Industry sources bad little time to speculate about why Mirage Chairman Steve
wWynn, known for demanding the best of everything regardless of cost, would team
up with an operator whose success was founded on no-frills value.

At an elaborate luncheon the next day ITT Sheraton revealed Desert Kingdom, a
3,000-room, 135,000-square-foot hotel/casino as impressive as any megaresort now
lining Las Vegas Boulevard.

Sheraton Desert Inn President Burton Cohen joked about the competition between
the two operators.

He said Sheraton executives had taken great pains to keep the project a secret and
he assumed they had failed when he picked up the morning newspaper and saw the
headline, "New Strip Resort Planned.”

"As I read further, I realized that my dearly beloved Steve Wynn had struck again,"
Cohen sald.

Wynn showed up later at Sheraton's luncheon, staying long enough to poke at the
project model and express his admiration.

Mirage and Gold Strike plan to open their resort in mid-1996, while Sheraton has
slated the first quarter of 1997 for the debut of Desert Kingdom.

It should prove interesting to watch the megaresort competition in the meantime--
Wynn has promised to announce a "wholly-owned, luxury property" on the
remaining 121 acres of the Dunes property by year's end.

The hotel will likely follow the pattern of Sheraton's Desert Kingdom and most of the
hotel/casinos that have been built on the Strip in the past five years.

All are complete destinations with enough extensive waterscaping, themed casinos,
entertainment, bars and restaurants to make it possible for a vacationer to stay a
week or two and not set foot outside the property.

Late last year, three megaresorts--Luxor, Treasure Island and the MGM Grand--
created the same anticipation as they made announcements and scheduled openings
within months, sometimes within days, of each other. The hoopla died down soon
after the last opening of the MGM Grand in December.

The racé is on--again.
The Vancouver Sun (British Columbia)
February 24, 1994, Thursday, FINAL EDITION
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HEADLINE: High roller worth $ 1.7 billion
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BODY:

Mirage Resorts Inc. is one of the wealthiest Las Vegas gaming companies with an
‘asset base of $ 1.7 billion, the company's vice-president public relations Alan
Feldman said Wednesday.

It owns and operates the Mirage resort and Treasure Island on the Las Vegas strip,
the Golden Nugget in downtown Las Vegas and the Golden Nugget in Laughlin, Nev.

Gambling revenues bring in half a billion dollars a year.

According to the company's 1992 annual report, dated April 1993, casino revenue
totalled $ 533,580,000 US and operating income was $ 125 million. It has 12,000
employees. The Mirage alone has 7,556 employees earning an average annual wage
of $ 33,584,

"More than ever, casino gambling has become a growth industry," Mirage chair and
chief executive officer Stephen Wynn reported to shareholders.

"Our industry is clearly joining the mainstream of American entertainment.”
Wynn says the company's philosophy is that "gaming is not enough.”
"It must provide the customer with an entertaining experience . . . that will inspire
that customer to return again and again, regardless of whether he or she wins in the
casino.”
Fortune
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HEADLINE: Welcome to the NEW Las vegas
BYLINE: by Andrew E. Serwer
BODY:
Wholesome enough for a church outing. As antiseptic as a modern theme park. Able
to attract free-spending families in a single swoop. Look, it's a Disneyland. It's a
futuristic fun world. No, betcha 5 to 2 it's Las Vegas!
Almost half a century after gangster Bugsy Siegel flipped on the lights at the
Flamingo, this city of small sins is remaking itself, in a family way, the better to
compete with the growing number of casinos nationwide. Going down are kitschy
landmarks like the Dunes and even Bugsy's jaint -- a part of the Flamingo Hilton,

Going up are entertainment complexes pristine enough for Mr. and Mrs. Apple Pie.

Want to talk job creation? Since 1988 the number of employees toiling in casinos has
climbed 35%, to about 135,000. The lure of jobs in casinos, construction, retall, and



other trades has swollen the population 28% since 1988, to almost 900,000.

The new Las VVegas was shaped by legitimate gaming godfathers like Stephen Wynn,
CEO of Mirage Resorts, who realized that to expand the market they had to offer
more than the same old craps. So they created vacation fantasy lands, complete
with laser shows, roller coasters, and a replica of King Tut's tornb. "To grow we
needed to attract people who didn't want to gamble 24 hours a day," says Circus
Circus President Clyde Turner. Want to bring the kids? Sure. The new MGM Grand
will babysit children (the ultimate collateral} while their parents gamble. A hotel-
supplied pager lets them stay in touch.

The new look emerged in late 1989 when Wynn completed the Mirage, a $630
million, 3,050-room hotel/casino, on the city's tacky turnplke, the Strip. It features a
20,000-gatlon aquarium and an immensely popular man-made volcano out front.
Circus Circus countered with Excalibur, a 4,032-room Arthurian extravaganza. Last
year was the high renaissance, with the opening of three mammoth hotel/casinos,
including Luxor, Wynn's Treasure Island, and the MGM Grand, the "world’s biggest
casino hotel" at 5,005 rooms.

Despite the 20,000-plus new hotel rooms and 500,000 square feet of new casino
space in four years, occupancy rates actually climbed from 85% in 1989 to near 87%
today. The national average is about 67%.

The payoff: Gross gaming revenues -- money left with the casinos after winners are
paid but before expenses -- climbed from $2.8 billion in 1988 to $4.4 billion in 1993,
and that doesn’t include the three new additions. One thing hasn't changed about
Las Vegas: This town still knows how to separate a man -- better make that a family
-- from its money.

Forbes
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Las Vegas is going in for theme parks. Are they for little kids or for older folks who
act like kids?
BODY:

ON OCT. 27 at 10 p.m., Steve Wynn, chief executive of Mirage Resorts, pushed a
red button on a small metal box. Moments later the grand 19-story Dunes hotel
crumbled in a heap.

Gone was a monument to the old Las Vegas with its mobsters, topless dancers and

high roilers. Just 24 hours before he blasted the Dunes away, Wynn cut the ribbon
on Treasure Island, a $ 475 million pirate fantasy featuring sword fights, white-sailed



galleons, a massive videogame arcade and a 40-foot slide in the pool area. Just think
Disneyland with slot machines.

What's going on here? Wynn is wrestling with a tough marketing problem: parental
guilt. "Parents want to travel with their kids these days,” says Alan Feldman, vice
- president in charge of public relations for Mirage Resorts. But why would a kid
want to go to Las Vegas? How does a guilty parent justify abandoning junior to
watch TV in a hotel room while he works the slots and roulette wheels?

What makes the problem even more complicated is that Wynn wants to expand his
market without alienating his original customers. "Gamblers don't like to trip over
kids in a casino,” Wynn says. But the Las Vegas moguls are facing a tough problem:

: How da you have your chips and spend them?

But Las Vegas has no choice these days but to go after the family trade. By the end
of this year Las Vegas will add 1,524 new hotel rooms, for a total of 87,370. That will
put Las Vegas ahead of Orlando, Fla., home to Disneyland, by more than 8,000
rooms. "To get a decent return, the visitation to Las Vegas in 1994 must absolutely
go up a minimum of 10%, to at lest 25 million," says Dean Witter analyst Willard
Brown.

Getting that additional 10% isn't easy at a time when people have plenty of other
places to go for gambling: shooting dice in riverboats floating up and down the
Mississippi or playing one-armed bandits on more than 60 Indian reservations in 18

' states.

Circus Circus successfully went after the low-end family crowd over a decade ago.
Rooms were cheap ($ 40 and under), and acrobats and arcades kept the kids
amused on the mezzanine while their parents worked the slots on the floor below.
But parents traveling with kids were a narrow niche -- less than 7%. Broadening that
niche is now the name of the game.

Circus Circus Enterprises opened the $ 375 miltion Luxor on Oct. 15, Opening on
Dec. 18 is the $ 1.1 billion MGM Grand Hotel, Casino & Theme Park. Each has its own
theme-park trimmings. The Luxor is a 30-story, pyramid-shaped resort that dwarfs
anything the pharaohs ever built. It is complete with sphinx and a boat ride throgh

' an ersatz Nile coursing around the hotel lobby.

Last August the original Circus Circus opened a $ 90 million theme-park addition
called Grand Slam Canyon, with animated dinosaurs, a high-speed roller coaster and
a laser-tag game with electronic guns and vests.

At the new MGM Grand, a 33-acre theme park offers Parisian Taxi bumper cars and a
giant fume ride, while actors dressed as Betty Boop, Olive Qyl and characters from
the Wizard of Oz stroll the grounds.

To help reinforce the new image, Vegas hotels are using family-oriented advertising
on television shows in California, the state that provides 40% of its business. The Las
Vegas Convention Center & Visitors Authority has prepared a 30-second commercial
featuring a couple of rambunctious kids splashing in a pool, and a family chowing
down at a wholesome-looking buffet. "Where else can you afford this much fun?"
asks the voice-over. "Only in Las Vegas."



Steve Wynn has produced Treasure Island: The Adventure Begins, a one-hour
television movie on NBC in January that will be running as a paid advertisement for
his new resort, The star is 13-year-old Corey Carrier, and the show will be smack in

the middlie of family-viewing hours at 8 p.m.

Are the families taking the bait? It's too early to say, but the very early signs are not
very encouraging. Fred Blackington, a Las Vegas cab driver, says he hasn't seen any
of this so-called family traffic. "I think this whole thing is a big mistake,” he says.
"People come here to get away from kids."

Irma Herrmann, a travel agent at La Cienega Travel Services in Beverly Hills, reports
that she has had just one inquiry from a family for a trip to Las Vegas. "He was going
for his second marriage, and he wanted to bring his two kids from his first,” she
says. "It just isn't really a place where parents go with their kids."

Paul Seelig, an energy management consultant from Torrance, Calif., agrees. He
went to Treasure Island for a four-day holiday with his wife and 4-year-old son in
October. "There was nothing there for my son to do," he complains.

Ann Shapiro, touring a video arcade with her 4-year-old son while her husband
attends a convention, has a similar rection. "Keeping my son in some dark smoky
" place is not my idea of a vacation," she says.

On a recent visit to Treasure Island, the crowd jamming the video and game arcade,
dubbed "Mutiny Bay," looked old enough to be hitting the crap tables -- legally.

"We are spending a little extra money to make our resorts friendly for people of all
- ages," says Steve Wynn, "because these days children travel with their parents. But
we are not specifically pitching anything to people under 21. This is a place for big

kids." Wynn had better be right, because it doesn't look like a lot of families with
little ones will be showing up anytime soon.
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The pyramid-shaped Luxor has fired its two performing ostriches, because the



ey

ungainly birds were too stupid to learn their routines for the nightly dinner-theater
spectacle at the newborn hotel.

Treasure Island is gripped by hourly pedestrian gridlock each evening as thousands
of gawkers elbow for position to watch a fiery mock sea battle between full-size
madels of an 18th century pirate ship and a British Royal Navy frigate.

Such inevitable teething problems aside, the 2,526-room Luxor and the 2,900-rocom
Treasure Island landed with a tidal-wave splash last month in Las Vegas, Their
rooms are heavily booked well into 1994, and their jangling casinos swarm with
tourists trying their luck with the newest brash big kids on the block.

As casino-hotel fever rages, this southern Nevada desert city seems hellbent on
proving that Americans have bottomless pockets for legal wagering -- to the tune of
an estimated $ 12 billion in betting losses nationwide for 1993,

At the same time, Las Vegas is working to refocus its longtime glitz-and-gambling
image. With properties like the Luxor and Treasure Island, it aims to be -- in the
words of a recent press release -- "a one-stop, multi-dimensional resort destination
for the whole family."

These two latest family-themed casine resorts -- each substantially larger than
Chicago's biggest hotel, the 2,019-room Hyatt Regency -- are mere steroid-pumped
minnows compared to the whale waiting in the wings near the south end of the
traffic-choked Strip, The official opening date is Dec. 18 for the 5,005-room MGM
Grand, the $ 1 billion Kirk Kerkorian leviathan that comes complete with Las Vegas'
first full-fledged theme park (about the size of California's original Disneyland).

Even by the neon-numbed standards of Las Vegas, where "big" is such a hypnotic
mantra that two souvenir outlets within clear sight of each other both claim to be
"the world's largest gift shop," the MGM Grand shapes up as a Guinness Book of
Records glutton. Not only will it be the world's largest hotel, but it also will boast the
waorld's biggest casino (171,500 square feet, equal to four foothall fields) housing the
most slot machines (3,500) under one roof anywhere.

What's more, the MGM Grand's arrival will give Las Vegas the world's nine largest
resort hotels, and 12 of the 13 biggest. Gaming properties have grown so
gargantuan around here that the famed Caesars Palace, with its 1,518 rooms and
suites, falls 700 rooms short of making the Top 13 list,

Luxor, which opened Oct. 15 as the newest Circus Circus Enterprises property, can

fay claim to the world's largest atrium -- 29 million cubic feet, a space vast enough
to stack nine Boeing 747 jumbo jets. And the brilliant beam of light shining straight
up into the heavens from the pyramid's apex is billed as the world's most powerful

illumination -- 40 billion candlepower.

Treasure Island at the Mirage (its full name) isn't quite so big on bragging. But the
new Stephen A. Wynn resort's Oct. 27 opening was heralded by the biggest bang
around -- the hyper-hyped implosicn of the 37-year-old Dunes, once the ploneering
setting for the Strip's first topless dancers, but now a casualty of the changing times
in Las Vegas.

Perhaps the best pun in town also can be found at Treasuie Island, where a women's
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clothing shop bears the name Damsels in Dis'Dress. And the hotel's $ 32 million
naval battle qualifies as the city's most expensive (and, for the moment, most
exciting) free attraction. Its pyrotechnics make the erupting volcano at Wynn's
next-door Mirage look like a sputtering sideshow by comparison.

" This being Las Vegas, the pirates always win Treasure Island's sea duel. So it's just
- as well that the seven-minute bombardment between the Hispanicla and the
" Brittania is one of the few happenings here on which no legal bets are taken.

Beyond the $ 1.8 billion invested in this fall's three new mega-resorts, major money
is being bet on a host of other Las Vegas projects.

- Circus Circus opened the $ 90 million Grand Slam Canyon amusement park this

summer under a huge dome built over its parking garage. The Rio Suites Hotel and
Casino has doubled its size to 861 rooms with a new tower. The San Remo has
added a wing. The 200-room Debbie Reynolds Hollywood Hotel/Casino and Movie
Museum has set up shop a half-block off the Strip. The successful Boyd Gaming
Group has bought the defunct Main Street Staion downtown for reopening next year.

On a grander scale, ITT Sheraton has entered the Las Vegas market by purchasing
the prestigious Desert Inn for $ 160 million -- with plans to quadruple its casino
space and add 1,200 rooms to the existing 820. By the turn of the century, ITT
Sheraton intends to expand the Desert Inn to 5,000 rooms and suites.

Wynn, whose four-year-old Mirage has become Las Vegas' largest-grossing casino
($ 250 million annually), is expected to unveil plans next spring for another huge
themed resort on his Dunes acreage. In the talking stages are a country-western
themed pair of 20-story hotel towers shaped like cowboy boots on the El Rancho
site, and an 1,800-room tower addition to the Sands.

As a token of Las Vegas' shift to a family focus, yet another project in the works is
the Hard Rock Hotel and Casino, expected to open by the end of 1994. A partnership
between Hard Rock America Inc. and Harvey's Hotel of Lake Tahoe, the 350-room
property will cost $ 80 million. It will target pleasure travelers in the 21-to-45 age
bracket, according to Hard Rock America chairman and president Peter Morton, "and,
of course, families, with a real emphasis on youth and energy and music."

It is a misconception, despite all the family hoopla, to think that Las Vegas wants to
become another Disney World -- or so say local experts.

"Las Vegas isn't looking for children,” says Alan M, Feldman, vice president/public
relations for the Mirage resorts. "Las Vegas is looking for adults who travel with
their children. Today's mindset is that many parents want to share quality vacation
time with their youngsters, but in an adult setting. So we have to create activities to
keep the kids happy, too. We want the whole family to leave saying, 'Wow, did we
have fun in Las Vegas!" "

MGM Grand Adventures, that looming resort’'s theme park, "is not a kiddie park,"
emphasizes Tom Bruny, MGM Grand's director of advertising and public relations. "It
is an adult-oriented theme park. It will appeal to youngsters, of course, but also to
non-gambling spouses and companions."

Other MGM Grand allures beyond the casino will include Emerald City Dome, with a
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" "Wizard of Oz" light show, just inside the 88-foot-high lion's-mouth entrance; King
--Looey's Youth Activity Center, where parents can feel guilt-free dropping off their
" kids ages 4 to 16 from 8 a.m. to midnight; and the Grand Theater, Las Vegas'

largest showroom, scheduled to open a $ 30 million original production next
summer,

Treasure Island, in addition to its eye-popping sea battle, is now home to the
inventive and sophisticated Cirque du Soleil. This Montreal-based troupe will open a
new show, "Mystere," just before Christmas in a breathtaking, 1,500-seat arena built
especially for its high-flying acts. Mutiny Bay, the hotel's 18,000-square-foot
entertainment arcade, features video games and other diversions for actual kids and
kids-at-heart. This is a place where fully grown adults try to "Whack a Mole" with a
padded hammer and win a prize,.

Luxor is jampacked with attractions, including "The Secrets of the Luxor Pyramid," a
three-part, special-effects dazzler created by Hollywood hot shot Douglas Trumbull
("2001: A Space Odyssey" and Universal Studios' "Back to the Future” ride). Part one
of Trumbull's Luxor extravaganza, featuring a simulated free-fall plunge in a runaway
elevator, was operating only sporadically during the first couple of weeks due to
high-tech hiccups. Luxor's games arcade, VirtuaLand, boasts simulated space
adventures and Grand Prix racing.

Set to open before Christmas on Luxor's lowest level is a full-size reproduction of
King Tut's ancient Egyptian tomb. Already running is the River Nile Tour, on an
artificial stream that traverses the hotel's inside perimeter. The evening "Winds of
the Gods" dinner-theater show, minus the malfunctioning ostriches, features chariot
races plus cameo appearances by elephants and camels.

Among established casino resorts here, Caesars Palace has been a pacesetter in
adding non-wagering attractions -- the 1 1/2-year-old Forum Shops at Caesars being
the most spectacular recent example. Opening next spring in this glitzy shopping
arcade will be a 400-seat outlet of the Planet Hollywood dining-entertainment chain.
At the Las Vegas Hilton, meanwhile, a flashy production of Andrew Lloyd Webber's
roller-skating musical extravaganza, "Starlight Express,” has been playing to mostly
full houses since mid-September.

All these new enterprises are giving the Las Vegas Strip traffic headaches almost as
painful as the notorious gridlock in country-music mecca Branson, Mo. Las Vegas
police are seeking to have cruising by local teenaged motorists banned on the Strip
between 8 p.m. and 5 a.m. as a way of reducing traffic congestion and crime. To
ease the gridiock at the super-busy intersection where the Strip (Las Vegas
Boulevard South) crosses Tropicana Boulevard, a pedestrian overpass is set to open
next month in conjunction with street-level barriers that will force tourists on foot to
go overhead.

Las Vegas expects to tally a record 22 million-plus visitors for 1993. But this fall's
arrival of more than 10,000 new hotel rooms, pushing the city's lodging capacity to
an astonishing 86,000 rooms, has some observers expecting casualties among older
properties (despite this year's amazing overall Las Vegas casino-hotel occupancy rate
above 90 percent).

"The new hotels are a threat to places unwilling or unable to stay fresh," says the
Mirage company's Feldman. "Otherwise, the increased competition is good for all of



us Its gives visitors more to do and makes Las Vegas a multi-day experience
(average stay: 3.5 days, up from 2.4 days a decade ago). To some extent, we all live
*. and die together.”

By virtue of its scale, the MGM Grand appears destined to be the brightest star in the
Las Vegas galaxy during the year ahead.

"The MGM Grand will even steal the fire of the Luxor and the Treasure Island,"”
predicts Anthony Curtis, publisher of the lively Las Vegas Advisor newsletter, "It's
not just the size, but the whole concept of being like a futuristic, self-contained city.
Once you're inside the MGM Grand, there'll be no reason to go anywhere else."

Curtis, like other observers, thinks the spread of legal casino gambling to at least 20
states is only helping create new customers for Las Vegas. "It's like the minor
leagues,” he says. "People go on a casino riverboat in Illinois, and it whets their
appetite for the real thing in Las Vegas."

MGM Grand chief executive Rober R. Maxey notes that only 15 percent of Americans
have ever been to Las Vegas. "We have plenty of room to grow," he declared in a
recent Business Week report on the gaming hoom. Indeed, one forecast for 1994
projects a record 88 million trips to U.S. casinos -- 55 million of those by funseekers
going more than 100 miles from home.

While gambling is now a respectable pastime for many Americans, Las Vegas does
still face challenges in shedding its erstwhile Sin City image. Crganized crime has
been pushed into the shadows, but parents strolling the Strip with their youngsters
may have to run a sleazy gauntlet of pitches for escort services, all-nude revues and
other variants of sex for sale. Many of these X-rated brochures and pamphlets are
graphically illustrated.

It's enough to make even a worldly-wise daddy blush. But, as savvy local public-
relations veteran Don Payne observes, "Las Vegas is exactly what it is ~- and makes
no apologies or excuses for it."

GRAPHIC: TOP: A sphinx guards the entrance to the Luxor, one of Las Vegas' new
mega-resorts. LEFT: At Treasure Island, another newcomer, a pirate ship and a
British Royal Navy frigate engage in hourly mock sea battles. ABOVE: Set to open
Dec. 18, MGM Grand will house the city's first full-fledged theme park. (On Page 7,
Dave Hoekstra delves into Las Vegas nightlife.) ABOVE: Luxor's interior boasts the
world's largest atrium. BELOW: The dozen biggest casino hotels in Las Vegas, along
with the relatively runty Caesars Palace, are located on this map. One of the best
puns in Las Vegas is the name of a women's c¢lothing boutique in the new Treasure
Island at the Mirage. A victim of changing times in Las Vegas, the old Dunes is
rubble after the much-trumpeted implosion of the property last month. MAP; See roll
microfilm. See also related stories.
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HEADLINE: LADY LUCK'S NEW CLOTHES -- IN BOOMING LAS VEGAS, THREE NEW
'MEGA- RESORTS' ARE BRINGING A FAMILY DIMENSION TO THIS GAMBLING OASIS

BYLINE: BY JACK BROOM
DATELINE: LAS VEGAS

BODY:

LAS VEGAS - Sin, gin, and a chance to win. That simple formula,
gangster Bugsy Siegel knew, could entice multitudes of fun-seekers
to this desert gambling oasis.
As history proved, he was absolutely correct. He was also
absolutely dead, encountering in 1947 that perennial hazard in the crime-
boss trade: a hail of machine-gun fire.
Still, the Las Vegas he envisioned grew and flourished.
But nowhere in Siegel's plan was any mention of virtual-reality
video games; nor were there water slides, roller coasters or life-
sized cartoon characters strolling around waving at children.
Welcome to the "new' Las Vegas.
Last month, two huge hotel-casinos, pyramid-shaped Luxor and pirate-
themed Treasure Island, opened amid the glamour and glitter
of the Las Vegas strip, each billing itself a complete family destination resort.
Next month, MGM Grand ups the ante, opening the world's largest
hotel atop the world's largest casino and in front of a 33-acre theme park.
If he were to walk Las Vegas Boulevard today, the dapper-but-
deadly Siegel might wince at the wholesomeness of it all.
- Or would he?
A On close inspection, the new Vegas looks less like a city
L undergoing a perscnality change than one surviving - and prospering -
in a permanent state of schizophrenia.
. Yes, the family attractions are here, and more are on the way.
T But free booze still flows in the casinos, smoke still curls
o above the craps tables, sighs on taxicabs still boost the local
topless clubs, and publications handed out on the street still give
directions to Nevada's iegal brothels, 40 miles north of town.
The new enticements in Las Vegas are monumental - in size and
cost. But the basic goal remains the same: getting visitors to
happily hand over their hard-earned cash.
"I'm not really a gambler," says a smiling Lorraine Zalusky,54, pumping nickels in
to a slot machine at the Luxor. "I just do this for fun.”
In front of her, dials spin brightly on a "Fire and Ice" slot
machine., When flaming symbols line up on the center ling, nickels
fall loudly into a metal pan below. Usually, they don't fall at all.
For Zalusky, a vacationer from California's Napa Valley, fun is
"warming up" at a nickel slot machine before moving on to ones that
take quarters, and then dollars.
When the fun is over, she likely will have made a decent
contribution to the local economy.
But that doesn't bother her. Late last month, she came to Las
Vegas for the first time in years to see this mammoth pyramid, with its laser-



light shows and indoor Nile River.

"It's remarkable and certainly unique," she said, slipping a
few more nickels into the slot.

These days, the biggest gamble in Las Vegas is not that of slot-
machine players like Zalusky. For the most part, they play a
few dollars they've already budgeted to lose.

A far bigger bet is money casino owners themselves are spending
on new attractions.

As competition for America's gaming dollar increases, Vegas
resort owners know gambling alone may not continue to fill the
highways from Los Angeles and Phoenix, the airplanes from Seattle
and Dallas and Chicago.

In addition to this fall's three new resorts, at least four other multi-million-
dollar attractions, expansions or facelifts are planned around town.

Even Bugsy Siegel's own private hideaway is being sacrificed.
His original Flamingo Hotel, which has survived as a wing of the 3,500-
room Flamingo Hilton, is being demolished this month ina $ 130
million expansion that includes a new hotel tower and 15 acres of
tropical gardens, pools and waterfalls.

"It's one giant game of can-you-top this," said Tom Bruny, a
spokesman for MGM Grand.

Here's a look at the newest resorts:
MGM Grand Hotel, Casino & Theme Park Opening: Dec. 18 Rooms: 5,005 Cost: $
1 billion

When you go to the MGM Grand, take a good pair of walking

shoes. From the front of the casino to the back of the theme park is
a mile of tile and pavement,

The sheer dimensions of this 112-acre "entertainment mega
resort” are staggering. Its casino, the size of four football
fields, will hoid 3,500 slot machines and 165 table games (such as
blackjack, craps and roulette) plus areas for keno and sports betting.

Etsewhere in the mammoth structure, one showroom will seat 630 people for big-
name stars; another will hold 1,700 for production
shows and an indoor arena will seat more than 15,000 for sporting
events or concerts.

In the 30-story hotel, 93 elevators will take guests up the four emerald-
green towers. The highest high rollers will stay in 751 suites, including three two-
story penthouses, each of which has
6,000 feet of space, 27 telephones and its own private elevator.

Designers tapped MGM's symbols and movie history, particularly
the Wizard of Oz, for the theme.

Visitors enter between the paws of an 88-foot tall gllded lion,
the MGM trademark. Once inside, they'll follow a yellow brick road to a six-
story tall crystal castle representing the Emerald City.

Visitors can either head straight to the casing, or walk inside
the crystal structure, where a motion simulator and high-tech film convey a Dorothy-
like transition from Kansas to Oz.

The property's most revolutionary feature is not in the hotel,
but behind it, in a Disney-meets-
Vegas theme park with seven rides, 10 food outlets, two wedding chapels, five theate
rs and eight pedestrian streets, each with its own Hollywood back-lot feel, such
as New Orleans Street, Asian Village and Tumbleweed Gulch.
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Each theater has its own special gimmick. For example, at
"You're in the Movies," people will be chosen from the audience,
costumed and given a script, and their performances will be combined with pre-
filmed scenes and backgrounds.

During a visit late last month, the theme-park grounds looked
impressive, even down to the wrought iron on second-story balconies
above New Orleans Street.

But it was obvious much work remained. Spools of cable,
truckloads of paving tiles and whole trees were waiting to be moved
into place. Still, MGM officials boasted that the project was on
time and under budget.

(Construction was moving so well earlier this year that MGM
moved up its opening date, originally set for next February, to Dec.
18. Despite the change, publicity pamphlets and the plywood fence in
front of the project still carry the slogan, "Watch Us Roar in '94.")

Inside the 171,500 square-foot casino, MGM hopes to increase
its take by tapping into a bit of gambler psychology.

"If gamblers are on a losing streak, they go to another casino
to see if their luck will change," Bruny said. "Here, they'll be
able to do that without leaving the building."

The casino space is broken into four areas, each with its own
style. For example, in the Monte Carlo area, dealers will wear
tuxedos, while another area features a sports theme,

The MGM Grand name is not new to Las Vegas. In 1980, 85 people
died in a smoky fire at the former MGM Grand Hotel, located about a mile away.

After the fire, that building was sold and reopened as Bally's,
and local building codes were rewritten to require all hotels to
have sprinkler systems.

Luxor Opened: Oct. 15 Rooms: 2,526 Cost: $ 375 million

When visitors enter beneath the giant sphinx guarding this 30-
story pyramid, their heads turn immediately upward, and what's
most remarkable is what they don't see: a casino.

Dominating the field of view is the interior of the pyramid

“itself, which builders call the world's largest atrium - big enough

to hold nine Boeing 747s.

All rooms are on the exterior walls, reached by "inclinators”
that travel upward at a 39-degree angle.

There is a casino here, of course, 100,000 square feet of it,

© but it is slightly lower than the main entrance, reached by ramps or stairway.

A narrow waterway circles the interior of the pyramid; guests
ride barges that carry them to the four corners. The journey takes
them through the hieroglyphic-enscribed tunnels of Luxor, the
Egyptian city that holds the Pharaohs' tombs.

Parts of the ride seems a bit incongruous; one moment,
travelers pass through tunnels and vaults of ancient Egypt, and the
next, they glide by a snack bar and bank of slot machines.

Luxor's outer surface is 11 acres of black glass, topped by a 40 billion candle-
power beam shooting heavenward. Promoters calls it
the brightest light on earth, and claim it can be seen from the
skies above Los Angeles, 250 miles away.

Inside the pyramid, one's eyes are drawn to an ancient-looking
temple, a present-day street scene and a sleek, tall futuristic
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structure. These house Luxor's high-tech theater presentations set
in the past, present and future, each showing part of a story
dealing with a powerful crystal obelisk found beneath the desert,

(The attractions suffered from Luxor's push to open as early as
possible. In a visit two weeks after the opening, the first theater
still was not working and the second stopped running part way
through its presentation. A replica of King Tut's tomb on Luxor's
lower level won't be ready until December.)

Luxor also houses Virtualand, an arcade including several high-
tech video features such as a flight simulator and race cars
that actually twist and turn as the driver responds to images on a screen.

The pyramid-shaped resort is a project of Circus Circus
Enterprises, whose properties include the adjacent Excalibur, a
medieval castle connected to Luxor by a monorail.

Luxor's laser-light display, held every 15 minutes in the
evening, is so dramatic it has been stopping traffic on Las Vegas
Boulevard. Sometimes police are on hand just to keep cars moving.

In the show, colored beams from the eyes of the sphinx strike
an obelisk and a pool, causing waters to boil and rise as a screen,
on which video images of ancient Egypt are projected.

Treasure Island Opened: Oct. 26 Rooms: 2,900 Cost: $ 430 million

Simply opening a new resort wasn't a big enough bang for Steve
Wynn. So when he opened Treasure Island last month, he blasted
another hotel, the Dunes, to bits.

Fortunately, Wynn owns both. The chairman of Mirage Resorts,
Inc., has been the most visible architect of the new Las Vegas.

In 1989, Wynn opened the $ 610 million Mirage, now adjacent to
Treasure Island. The Mirage is a tropical resort that features a fire-
belching volcano in a five-acre lagoon, an indoor rainforest,
and exhibits of Atlantic Bottlenose Dolphins and Royal White Tigers.

At Treasure Island, connected to the Mirage by a monorail,
pirates dominate the scene, from the 35-foot tall skull on the
casino's sign to the images of gold doubloons in the carpet to the
Jolly Roger emblem projected on the convention hall curtain.

The names of suites (Captain's Suite, Pirate's Cove) the
restaurants (The Plank, the Black Spot Grille) and game arcade
(Mutiny Bay) echo the pirate theme.

In Mutiny Bay, a dark and cavernous castle, skeletons on the walls and piped-
in sounds of a pirate village surround
youngsters playing the carnival, video and pinball games. On a
stage, two pirates duel with swords.
Other family-style attractions are a 40-foot water slide into
the swimming pool (opening in the spring) and a $ 20 million showroom custom-
built to house "Mystere," a new production by the Montreal-based Cirque du Soleil.
Treasure Island’s signature attraction is Buccaneer Bay, a man-
made lagoon in front of the hotel. In that $ 33 million
waterfront scene, a pirate ship and British frigate, each 90 feet
long and rigged with sails, battle to the finish seven times a night.
Thirty-three actors are involved in the production, which starts
when the British ship sails in from the right and spots the motley
pirate crew unloading its ill-gotten goods.
After threats and warning shots are exchanged, a blast from the



British ship breaks the pirates' main mast, triggering fireworks and
flames, and several scoundrels drop into the drink. (One, stunt man,
Sonny Tipton, falls 36 feet from a yardarm, his back in flames.)

But just as things look bleak for the pirates, their captain

swings on a rope with a smoldering fuse in hand to fire the ship's

final cannon. The shot strikes the British ship's ammunition deck,

and a fireball roars from royal vessel as it sinks slowly into the lagoon.
There was never a doubt, when the fireworks-enhanced show was
being designed by Hollywood special-effects experts, just which side
would prevail in the battle.

As resort owner Wynn likes to put it - in a line that could

comfort the wandering spirit of Bugsy Siegel: "In Las Vegas, the pirates always win."
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Dick Hseuh, a physicist at the Brookhaven National Laboratory on Long Island, N.Y.,
was beaming with pride about his good fortune at the Circus Circus casino here.

No, Hseuh hadn't won at black jack or the slots. But he had won big with his 15-
year-old son, Daniel, by spending the afternoon on roller-coaster and river-rapid
rides at Grand Slam Canyon, a $ 90 million amusement park Circus Circus opened
this summer at the back of the casino under a five-acre translucent dome.

The prospect that Hseuh, and maybe millions of other parents, might come to view
Las Vegas as a family friendly entertainment center is the point of a $ 2 billion bet
slapped on the table by the city's casino operators.

Three of the city's biggest companies have invested nearly that amount on an
expansion of their product line: three huge new casino-hotels, all scheduled to open
before the end of this year, and all built around extravagant themes of fantasy.

One, the new MGM Grand, will be the world's biggest resort hotel: 5,000 rooms, the
country's largest casino and a 33-acre amusement park modeled after a Hollywood
back lot. Another, Luxar, takes the shape of a 30-story pyramid and features high-
tech theaters, the latest in video arcades and 2,500 rooms. And Treasure Island,
with 2,900 rooms, will have a cast of 30 stuntmen and actors out front staging a
battle every hour in which pirates sink a full-sized British frigate.
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The Luxor pyramid is supposed to open Friday, setting off the city's biggest-ever
blowout of fanfare, laser shows and hype beyond anything imaginable outside of the
Nevada desert.

" This fall, all you're going to hear about is Las Vegas, boasts Bill Paulos, a senior vice
president of Circus Circus Enterprises Inc., the company building Luxor.

What's behind the hype?
VW.hat's driving this investment and hype? In short, Indians, riverboats and Disney.

Las Vegas fears the spread of casinos throughout the nation and covets the
spectacular growth of Orlando, Fla., into a major tourist destination. Gambling is
becoming so.commonplace that Las Vegas' leading companies have decided to
embrace spectacular malls, theme parks and sophisticated video games to protect
the Strip's $ 2.6 billion-a-year casino franchise.

At the same time, as television presents more sexual images, it apparently becomes
easier for adults with children to tolerate the city's bawdy advertisements for topless
dancers and call girls.

Gaming itself isn't all that exciting anymore, says Alan Feldman, a vice president at
Mirage Resorts.

The proof of Las Vegas' need to reinvest appeared this year just outside of Mystic,
Conn., at the Mashantucket Pequot Nation's Foxwoods casino. Foxwoods doubled in
size to become the nation's biggest casino, doing nearly twice as much business as
any other casino and raking in winnings at an annual rate of more than $ 700
million.

A bigger threat is a huge casino planned for New Orleans, a city that has long had
enough non-gambling attractions to lure the vacationers Las Vegas wants. Also
worrisome are riverboats close to big cities like Memphis and St. Louis, Indiana's
approval of riverboats on the Ohio River and Lake Michigan, and the chance of a
huge casino eventually opening in Chicago.

Las Vegas is responding with something it still provides without rival: the lure of
excess.

Take Luxor, for instance. Not content with the way the pyramid itself stands out on
the skyline, Circus Circus is building a sphinx and an obelisk out front. Lasers will
bounce between the sphinx, obelisk and a lagoon; the lagoon will boil and a water
screen will appear displaying projections of King Tut's head. An enormous spotlight
wili beam into space from the pyramid's apex, shining brightly enough to be seen by
air travelers 250 miles away.

The purpose is to draw people into the pyramid's atrium, the world’s largest, where
Circus Circus is installing retail shops, special effects theaters with moving seats,
seven theme restaurants, including a Kosher deli on a River Nile flowing around the
perimeter. Helping keep people near a 2.3-acre casino will be reproductions of
Egyptian artifacts and a full-size model of King Tut's tomb.

Four separately themed casinos



Across the Strip and one casino up, legendary billionaire Kirk Kerkorian plans to open
the new MGM Grand in mid-December. The MGM Grand's casino will actually be four
separately themed casinos, covering nearly four acres, with 3,500 slot machines and
165 gambling tables. Kerkorian is also putting in a 15,200-seat arena, a $ 27 million
theater for extravagant shows and a seven-story replica of the Emerald City from
"The Wizard of Oz."

With a construction tab of $ 1 billion, the MGM Grand will cost 50 percent more than
anything ever built before in Las Vegas.

Between the Luxor and MGM Grand openings, Mirage Resorts chairman Steve
Wynn intends to create the biggest scene of all. Wynn already made his nhame by
building the'Mirage in 1989 for $ 630 million, adorning it with white tigers and
spending $ 14 million for an erupting 40-foot volcano.

Now, at Treasure Island next door to the Mirage, Wynn is spending $ 30 million to
build a lagoon and its battle royale. For the Oct. 27 grand opening, the ship's first
theatrical cannon shot is to miss by about three-quarters of a mile, passing over
Caesars Palace and crashing into now boarded-up Dunes hotel-casino. The Dunes is
to crumble, demolished by explosives synchronized to the cannon blast.

* The Dunes site is where Wynn intends to build his next resort. He bought the
property out of bankruptcy and, assuming this year's three new casino-hotels don’t

falter, will start the new project next year. Thus, Wynn is turning Treasure Island's
opening blast into a symbol for the city's reinvestment.
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When kidnapers mugged Kevin Wynn and demanded $2.5 million in ransom for her
safe return, they were messing with perhaps the most powerful person in this town.
Casino developer Stephen A. Wynn won his daughter's return not by calling

authorities, but by paying $1.45 million in hundred-dollar bills -- all that he could
quickly get his hands on, he said. His handling of the kidnaping accurately suggests
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that Wynn is frustrated by convention, especially if he has the money to sidestep it.

Indeed, the Wynn story is captured on some of the garishly decorated dollar slots at
his most famous hotel, the Mirage.

One is called "Midas Touch" and, yes, Wynn is reportedly the highest-paid executive
in the nation. He made $34 million last year -- including the value on stock options,
Fortune magazine calculated in its annual tally. The hotel from where he chairs
Mirage Resorts Inc. shimmers in gold, day and night.

* Another dollar slot is called "Nevada Jones" and, yes, Wynn is the leading
‘adventurer in the gambling business. Although his company is not the most

financially successful casino operation in the country, he did strike an unchartered
course when he opened the place with a fake volcano out front and introduced a new
generation of theme resorts along the Las Vegas Strip.

Admirers say Wynn is immersed -- obsessed, even -- in the Disneyfication of the
Strip, eschewing lounge acts and glitzy showgirls for white tigers and dolphins,
techno-magic and New Age circus shows, in order to attract a more diverse customer
base -- which will, he figures, be inexorably drawn into gambling.

But maybe most telling about Steve Wynn is the slogan flashed on the animated
marquee in front of his newest project, Treasure Island, which opens next to the
Mirage in October and where the pirates, they say, will always win.

"You're Either For Us," the sign warns, "or You're Against Us."

Wynn has put in lights the very philosophy that directs his life, say those who know
him: Like a pirate fortified by the booty of smaller conquests, Wynn sees no limits
and takes no prisoners.

The son of a compulsive gambler who operated a bingo operation in Maryland, Wynn
arrived in Las Vegas as a 25-year-old, invested $45,000 for a 3% interest in the
Frontier Hotel and became its slots manager. He looked and talked smart, befriended
the most important banker in town and, with the banker’'s help, purchased a liquor
distributorship.

Wynn's first headlines came when he bought from Howard Hughes a slice of
property adjoining Caesars Palace, threatened to build there and walked off instead
with a $766,000 profit when a nervous Caesars bought the land from him.

He invested in the downtown Golden Nugget and, as a 31-year-old Wunderkind,
became its corporate chairman. While elevating the Nugget into a Strip-level hotel-
casino of a sort never before seen downtown, he built a Golden Nugget casino in
Atlantic City.

. He survived a scare when he was brought before New Jersey authorities for having

hired an old friend who, it turned out, had associated with a New York crime family.
Wynn fired the man and received only a reprimand.

Wynn sold the Atlantic City casino in 1987 for $440 million and sank his profits into
the Mirage project. Today, the corporate holdings -- the Golden Nugget here and its
sister in Laughlin, Nev., Treasure Island and the flagship Mirage -- are valued at $1



billion, and Wynn is looking to expand at home and overseas.

And so today, Wynn is something of a legend here, a man slowly losing his eyesight
to retinitis pigmentosa but whose vision for Las Vegas is limited only by the ability of
his designers to create drawings and models,

He is 51 now, as articulate, charismatic and commanding as they come, surrounded
by a wife and two grown daughters (who both work at the Mirage) as handsome as

he. He is a man who knows he is on a roll and is parlaying it in ways that are raising
eyebrows all around Las Vegas. And the word is: Don't get in his way.

"He's done incredible things. His hotels are monuments to his amazing vision," said
one casino executive who -- like most others -- asked for anonymity. "For that, he is
great.

"But dynamic visionaries are accustomed to getting their own ways," the executive
said. "Casinos are fiefdoms, a place to feed your ego, and they offer a very
intoxicating life. And the problem with Wynn is that you can agree with him 99% of
the time, but if you disagree once, you're the enemy. There's no balance in how he
takes measure of people."

Wynn can strike out in various ways against those who affront him.

When a reporter for the Las Vegas Sun wrote a column chiding Steve and Elaine
Wynn for meddling in athletic affairs at the University of Nevada, Las Vegas, the
newspaper editor lost his privileges at Wynn's private, $45-million golf course,
Shadow Creek -- a place stocked with 20,000 imported pines and exotic wildlife for
the pleasure of high rollers, friends and favored employees.

When a radio talk show host, who had formerly been a city counciiman, landed a
scathing broadside on Wynn's reputation, the show was dropped by the station --
after the offender first read four times an on-air apology crafted by Wynn's
attorneys.

When the sheriff pulled the work permit for Wynn's casino host because he allegedly
allowed mabsters to play at the Mirage, Wynn won the permit back at an appeals
hearing -- and then sued the sheriff. Wynn claimed that the lawman was retaliating
because one of his sons was not promoted as a pit boss at the Mirage, and because
another was dropped as an attorney for the Mirage.

And when Donald Trump hired Dennis Gomes, the president of the Golden Nugget in
Las Vegas, to head his Taj Mahal in Atlantic City, Wynn sued Trump, citing breach of
contract and fearing loss of trade secrets.

In his legal papers, Gomes complained that Wynn never allowed him to run the
place anyway. He characterized Wynn as a womanizer and said Wynn would launch
into spontaneous, denigrating tirades against casino executives in the presence of
others, sometimes reducing them to tears.

"His face turned completely red and all puffed up and his eyes bulged and he started
screaming at the top of his lungs and banging his head on the table," Gomes said of
one Wynn outburst,



A local trade reporter once characterized Wynn as a "sunshine-thunderstorm" kind
of guy -- a characterization Wynn does not dispute -~ and business people in town
say they alternately admire and abhor the man.

One casino owner, who would not speak for attribution, credits Wynn "for starting a
new era in Las Vegas that certainly woke me up to the fact that I was going to fali by
the wayside like others have if I didn't get my act together too."

But he complains that "in the early '80s, Steve started walking on water. He thinks
he /s the industry and that he knows what's best for you."

Wynn brought a political operative onto the corporate staff to conduct polling on
behalf of favored candidates. His office also publishes "Silver Voice,"” a newsletter
sent free to about 30,000 senior citizens in Clark County that features recipes -- and
updates on legislative issues.

"I don't think there's anyone more concerned about the community than Steve
Wynn," said Dan Hart, the operative hired after he advised Mayor Jan Laverty Jones
in her election two years ago. "He sees the big picture, that you can't have a healthy
business climate without balance on the civic side.”

Although Wynn typically does not forcefully campaign for any one candidate, last
year he sent a letter to voters in a state Assembly district, urging them to turn the
incumbent out of office. The incumbent -- who had won Wynn's disfavor after
_criticizing him as a community meddler -- won anyway.

But Wynn knows the power of the ballot: He led a drive to register 97% of his
employees as voters, and now boasts that his workers account for 10% of the people
most likely to vote in any Clark County election.

"It was the right thing to do," Wynn said of motivating a 14,000-member work force
to register to vote, but insists that if he dare suggested how they cast their ballots as
" a voting bloc, "they'd spit in my eye."

The Wynns' presence is felt keenly at the University of Nevada Las Vegas, where
they are among the strongest boosters of President Robert Maxson. The Wynns and
their longtime banker friend, H. Parry Thomas, funded $1 million each for an
endowed chair for Maxson when he retires as president -- an endowment that
collapses when Maxson quits the university for good.

Thus, the Wynns are considered by insiders to have strong influence on Maxson and
are believed to have urged Maxson to fire controversial basketball coach Jerry
Tarkanian.

"What are they going to do, call it Mirage U?" Tarkanian remarked to a local reporter,
complaining of what he called the Wynns' heavy-handed involvement in the
university's athletic program.

The Wynns, according to university officials, offered the use of the Mirage jet and
the hotel to recruit the next basketball coach, Rollie Massimino.

More recently, when Maxson's job was on the line with the elected university regents
for his handling of a cheating scandal, the Wynns lobbied heavily in the president's



defense. They told one regent -- according to multiple sources -- that if support for
Maxson wasn't forthcoming, the regent could count on opposition in the next
election. Two swing votes softened and Maxson kept his job.

Local politicians are now wondering whether the Wynns will exercise their political

influence in next year's elections for governor, mayor, sheriff and district attorney.

One of the district attorney candidates is a former county prosecutor who serves as
. Wynn's corporate counsel,

Wynh said when he heard of his attorney's intentions, he immediately offered equal
cash donations to both candidates. The other candidate said he declined the gift.

"The Wynns are probably the most potent political force in the state of Nevada at
this time," said Shelly Berkeley, a university regent, an attorney for the Sands casino
and a former assemblywoman.

Politics notwithstanding, Wynn remains the casino mogul, the man who shook up
the Strip with his $670-million hotel -- a place that needed $1 million a day to break
even, and made it easily from the start.

For added measure, Wynn custom-built a high-tech, 1,500-seat showroom with a
stage more than four times larger than Radio City Music Hall, and installed top-draw
magicians Siegfried & Roy as permanent entertainers. Their act commands $72.85
per ticket -- and sells out each of its 480 shows a year.

"He may call this the hotel business,” independent producer Kenneth Feld, the owner
of Ringling Bros. Barnum & Bailey circus said of Wynn, "but he's in the
entertainment business and he stands up there with Michael Eisner and Steve
Spielberg for their combination of vision and the ability to make it happen.”

Meanwhile, the city wonders what Wynn will do with his newest property, the site of
the old Dunes hotel on which he will build his fourth hotel-casino in Las Vegas.

He will not reveal details, but has said he wants to put 15 acres of the site under
water as a lake for championship skiing and other events. That project will force
Wynn to exercise his political influence: Clark County has barred man-made lakes in
Las Vegas.

Wrynn likes water. He has lagoons in front of the Mirage and Treasure Island -- junk
water from a tainted aquifer that he first runs through his own water treatment
plant.

And he proposed that downtown be reinvigorated by turning Fremont Street into a
canal. Las Venice? casino owners asked. He buiit a scale model, but after viewing it
through cameras, he admitted that it did not have the "Wow!" impact he seeks in a
project.

Instead, renowned architect Jon Jerde -- in town to help the Wynns build a new
home -- suggested putting three blocks of Fremont Street under a single canopy, to
incorporate the downtown casino district as one mega-casino sharing a single
promenade. The canopy would provide shade by day, Jerde said, and sparkle at
night with a blanket of lights, a Vegas version of the Disney Main Street Parade.



Wynn said he went "Wow!" with that idea. Other casino operators did too, and
groundbreaking on the project is set for this fall with the city's blessing.

He cheers the new hotel resorts opening down the street from him and says he will
continue to stretch his imagination. "What I do for a living and what keeps me young

and happy is creating places where people go 'Wow!" and have fun. It's not that I'm
insatiable. It's that I love the exercise."
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UNITED STATES PATENT AND TRADEMARK OFFICE

TRADEMARK TRIAL AND APPEAL BOARD

fRAIRIE ISLAND INDIAN COMMUNITY,
Petitioner,
V.
TREASURE ISLAND CORPORATION,

Respondent.

L P SUS R A R P S

Reg. Nos. 1,949,380; 1,855,279; 2,010,396;
2,176,004; 1,984,421; 2,024,221; 2,019,481;
1,918,033; 1,941,475; 1,966,090; 1,903,619;
1,943,123; 1,949,379; 1,985,968; 2,040,756;
2,040,770; 1,981,369

Cancellation Nos. 28,126; 28,127; 28,130;
28,133; 28,145; 28,155; 28,1%99; 28,248; 28,280;
28,294; 28,314; 28,319; 28,325; 28,342; 28,379;
28,171; 28,174

DEPOSITION OF MARK RUSSELL, VOLUME IT

Taken at the Law QOffices of Quirk & Tratos
3773 Howard Hughes Parkway, Suite 500 North
Las Vegas, Nevada

On Thursday, June 24, 1999
At 9:00 a.m.

Reported by: MONIEKA C. COYLE
NV CCR No. 523
CA CSR No. 4254
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groups that track the number of vehicles that are on
Interstate 15 between Southern California and Las
Vegas. There are highway counts that are taken
somewhere along that route, and we have access to
those studies to show at any one time how many people
are driving on the road.

There's studies that are performed at
McCarran International Airport that show the volume
of traffic on a monthly basis that we have access
to. So there's a wide, wide range of information out
there that is made available to us.

The Gaming Control Board every month
issues reports on gaming volumes throughout the
state. So there's just, you know, any number of
repcerts that are generated by and produced by any

number of people that we have no control over, no

involvement with, but that we're able to -- we have
access to those -- to that information.
Q. Can you tell me what's meant by "slots

merchandising services"?
MR. McCUE: Objection; asked and answered.
THE WITNESS: I think I did answer that.
And in the context of ——- and I don't know in what
context you're asking the question, but the only

context that that specific terminology comes to my
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attention was from a State of Nevada registration,
And my recollection of what it was at the

time was the category that best described what we

were trying to accomplish when we were registering

the mark "Treasure Island.”

BY MR. HAUGEN: (Continuing)
Q. Which was what?
A. Well, it was in connection with the use of

it to name proprietary slot machines that were going
to be used and were used at the Golden Nugget and
later at The Mirage, that we were going to operate
slot tournaments and slot events under that name, and
that we might then develop some tangential retail
related to that name.

Qf How many slot tournaments took place under

that name?

A. I don't know.

Q. hny?

A, I don't know.

Q. Who purchased the slot machines?

MR. McCUE: Objection; vague and
ambiguous.

THE WITNESS: If we're talking about the
slot machines that carried the belly glass and the

name "Treasure Island,” those originally would have
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been purchased by GNLV Corp. which operates the
Golden Nugget in Las Vegas, Nevada, which is a wholly
owned subsidiary of Mirage Resorts and a sister
corporation to The Mirage and Treasure Island.

BY MR. HAUGEN: (Continuing)

Q. Do you know what GNLV Corp. did with the
slot machines once they were purchased?

A. We put them on the floor for play.

Q. Okay. Do you know how long that would
have -- how long those were around?

A. No, I don't.

Q. Who could tell me that?

A. I'm not -- I'm not sure. Whoever the
people who were in the slot departments at the time
at Golden Nugget. I don't know if any of them are
even still with the company.

Q. Okay. Were they still arocund when
Treasure Island Corp. was created?

A. I think a couple of them were, yeah.

Q. Does Treasure Island —-- does GNLV --
strike that.

Is GNLV required by law to keep records of
the disposition of gaming machines that are either
added or removed from their property?

A. I think they are, yes.
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Q. Okay. Are they required to file that
information with the State or just keep it on record?

A. We're required certainly to file
information with the State on the number of machines,
because we pay quarterly and annual license fees both
to the State and the County. Those filings require
you to identify the equipment, I think, by style and
denomination, but I think there are only two
categories of slot machines and video poker.

You don't have to identify, I believe,
exactly the name -- you know, how many Elvis
machines, how many Wheel of Fortunes, how many
Jeopardies, how many Red, White & Blues, how many
IGT's, how many Balley's. I don't think you identify
it in that fashion. You just identify your generic
number so that you can be audited and pay your proper
fees and taxes.

But there are alsc other regulatory
requirements that obligate you to dispose of your
equipment that you retire in certain fashion. So,
you know, there probably are -- there are probably
records both for acquisition and disposition of
machines.

The other -- the other problem, which is

why I don't know if there would be any records, is
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you can -- there's nothing that prevents you from
changing your equipment. In éther words, many =- you
know, many manufacturers build a generic slot
machine, And in the agreement, you put the belly
glass on that you want. You design the esthetics of
the equipment the way you want. That can change over
time, and I don't have any idea whether there's any
obligation to retain that type of informatiocn.

MR, HAUGEN: Okay. That's it.

THE WITNESS: Okay.

MR. McCUE: Yes, one copy-

Will you copy all the exhibits?

MR. HALLORAN: Before we go off the
record, there is outstanding questions and answers --
your client's answers to the second set of
interrogatories. There was a general objection
asserted.

MR. McCUE: Correct.

MR. HALLORAN: And in the event either
that the objection is withdrawn or isn't sustained,
I'd-like to reserve the right, if need be, to be able
to follow up with Mr. Russell on questions pertaining
to those answers.

MR. McCUE: I understand.

MR. HAUGEN: And also locking into the
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TREASURE [SLAND BINGO Concessions Account

Riverside Bank #l1hbyU 552 9
Red Wing Glass Co. $2,100.00
Void ———
Dakota Electric Assoc 3,6065.77 #+
Fortier Business Eqt 50.00
Top Lumber Co. 202.25
Northland Beverages 262,25 Concessions Exp.
Wausau Insurance 2,000.00 7&’
Workers' Comp Ins.

A.D.P. 323.00
Donna Goulet-Boyer 3,981.75
Gulf Enterprise
Metz Baking 15.73 Concessions Exp.
Premier Foods 64.85 Concessions EXp.
Suburban Disposal 1,174.79 ¥
Judith Whipple
Concessions petty cash 9.05 Concessions Exp.
T.1. Bingo-Petty Cash 231.02
Riester Refrigeration 218.40
Riverside Bank
FICA and Employee W/H 1/19
Payroll 2,595.55
Top Lumber 213.27
Chandler Insurance 3,665.86
Riverside NSF CHGES 20.00

520,793.54
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Lo e et s P st o Fronine i {3t
. Systemn eBusiﬁe 5% News & '
Home Index Sean:h. Alerts Center © Notices Contact Us

Trademark Electronic Search System(Tess)
TESS was last updated on Sat Mar 12 04:28:25 EST 2005

Yo towe |eaptmurs Jess vows] Nowusn [smucuneoJonce Fommromsco]_goraw | e

Please logout when you are done to release system resources allocated for you.
Record 1 outof 1

M( TARR contains current status, correspondence address and attoritey of record for this
smark. Use the "Back' button of the Internet Browser to refuri (o TESS)

Typed Drawing

Word Mark

Goods and
Services

Mark Drawing
Code

Serial Number
Filing Date
Current Filing
Basis

Original Filing
Basis
Published for
Opposition
Registration
Number

Registration Date

Owner

Assignment
Recorded

Attorney of
Record

Type of Mark
Register
Affidavit Text

TREASURE ISLAND AT THE MIRAGE

1C 025. US 039. G & S: clothing, namely T-shirts, sweatshirts, jogging suits,
jackets and caps. FIRST USE: 19921007 FIRST USE IN COMMERCE: 19921007

(1) TYPED DRAWING

74433476
September 7, 1993

1A
1A
August 30, 1994

1918033

September 12, 1995

(REGISTRANT) Treasure island Corp. CORPORATION NEVADA 3300 Las
Vegas Blvd. South Las Vegas NEVADA 89109

ASSIGNMENT RECORDED

WHITNEY THIER

TRADEMARK
PRINCIPAL
SECT 8 (6-YR).
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United States Patent and Trademark Qffice
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Trademarks > Trademark Electronic Search System (TESS)
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Please logout when you are done to release system resources allocated for you.
Record 1 out of 1

( TARR contains current status, correspondence address and attorney of
record for this mark. Use the "Back" button of the Internet Browser to return to TESS}

Typed Drawing

Word Mark TREASURE ISLAND AT THE MIRAGE

Goods and Services IC 041. US 100 101 107. G & S: casino services. FIRST USE: 19831026. FIRST USE IN
COMMERCE: 19931026

Mark Drawing Code (1) TYPED DRAWING
Serial Number 74417687

Fiting Date July 23, 1983

Current Filing Basis 1A

Original Filing Basis 1B

Published for November 28, 1995
Opposition
Registration Number 2010396

Registration Date October 22, 1996

Owner {(REGISTRANT) Treasure Island Corp. CORPORATION NEVADA 3300 Las Vegas Bivd.
South Las Vegas NEVADA 89109

Assignment ASSIGNMENT RECORDED

Recorded

Attorney of Record Edward J. Quirk

Type of Mark SERVICE MARK

Register PRINCIPAL

Affidavit Text SECT 8 (6-YR).
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'( TARR contains current status, correspondence address and attorney of
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Typed Drawing

Word Mark TREASURE ISLAND AT THE MIRAGE

Goods and Services |C 042. US 100 101. G & S: hotel services. FIRST USE: 19931123. FIRST USE iN
COMMERCE: 19931123

Mark Drawing Code (1) TYPED DRAWING
Serial Number 74417688

Filing Date July 23, 1993

Current Filing Basis 1A

Original Filing Basis 1B

Publisi:re.,'d for July 5, 1994
Opposition

Registration Number 1984421
Registration Date July 2, 1996

Owner (REGISTRANT) Treasure Island Corp. CORPORATION NEVADA 3300 Las Vegas Blvd.
South Las Vegas NEVADA 89109

Assignment ASSIGNMENT RECORDED

Recorded

Attorney of Record  DANA ROBINSON

Type of Mark SERVICE MARK

Register PRINCIPAL

Affidavit Text SECT 8 (6-YR).
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ASSIGNMENT OF MARK

Address o
Las Vegas, Nevada 89109

all night, nitie and imerest, 1ogether with the good will of the business in which the mark is used, or with that part of the
good will of the business connecled with the use of and symbolized by the matk.

Name of mark.... JREASURE Istano o gm ...............
How mark is used......210t merchandising services =~~~

Name of owner of markGNchorp e o e e e s

Post Office Box 610

Las Vegas, Nevada 89109

Sipnatry of Asugnor
Pr sﬁ"acn 8
STATE OF NEVADA

CLARK

COUNTY OF.....

Personally came and appeared before me the undersigned authority in and for said counly and state, and whije within

my seid jurisdiction, the within namcd.........5..‘?..'f.[Z...S.t‘...'.?.[.r....?.!‘..‘?..5...1_95.99.?....9.f...9.W.L.Y....QQ,F.PA:..L_......... RECED

owner of the sbove mark, who acknowledged that he {they) executed the above end foregoing assignment oma(?gmg‘i
g 4

day and year hertin written.

“\BCFEI‘JF}.' i

kn
Given under my hand and seal of office this lhc../.‘.}.‘lj...._...day Of o L MG Lt

go AR
n

Rebecca L. GUY
My Appolniment Bxpirgs 1

My Commission Expires .
THIS FORM MUST BE FILED WITH THE SECRETARY OF STATE AND MUST BE ACCOMPANTED BY A $50.00 FEE.

Swie Caprol Complex, Ceeson Ciry, Nevads B9710
Tclenhone (7027 667-32073
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o onsure Island
Resort & Casino

A Caribbean paradise

at your back door

by Seepbanse Peden

ush palin wees and colortul exeuc

flowers surrounding 2 cascading

waterfall, Sandy beaches, island
witlages and 3 wopical jungle. Sound hike
a Caribbean paradise? Well it is, but wis-
itars dont have ta travel 1o e
Caribbean, they only have to go as for as
Red Wing, Minn.

Treasure Island Resort & Casino,
.ch is owned and opurated by the

srie Island Indian Communivy, 5z
ieanibbean paradise in the heart ol the
Ulniredd “rares. Nestled among ihe bluifs

Lississippi River tn southern

v is this rare escape to the

he Cuaricbean theme makes

land the onlv themed casine
Midwest

ic A unigue and compeiting

‘erentace owr facibity from

e teel the wopical theme

to the excitement and

saiue at Treasure lsland.”

- wsland General Manager

Land IgRuImMoro.

In 1984, Treasure Island stareed as a
30.000-square-toot  bingo operation.
The 1988 passing of the Indian Ganung
Regulatory Act (IGRA) aliowed then to
cxpand their gaming, adding blackjack
eabies and slor machines. Since then,
Treasure Island has come a long wav.
Today the total casino resort is 375,000
square feet, with 1500 slot machines, 60

gack tables, as well as video poker,
g0 and craps.

Treasure Island emplovs 1,450 peo-
ple, 37 percent of which zre Nauve
American, and is the single largesc

B [ndian Garming Moy 1997

cmployer in Goodhue
Counryv, An averagre of
3,000 w 6,000 people
visic Treasure [sland
every dav.

But those at Trea-
sure Island wanted to
offer more than just a
large  casino, they
wanted o make it a
desunauon for wravel-
ers from the Midwest
and beyond. So they

hired  Toually Fun
Design, a2 Flonda-
based company, 1o

incorporate a Carib-
bean themme to make
dhe faciiiey compelling -
and excrung enough
to draw  people to
Treasure Islamd.

They then hired die design/build team
of Worth Group Architects, AmerIndian
Architecture and Konuson Construcbon
Company- to add a 250-room resore,
which opened in Decensber 1996, Guests
atthe resort choose between the hwaurious
rooins and private whirlpool suites diat
include four-poster beds and wer bars.
The resortalso has a wateclull-Atled oop-
icat swimming pool with hot wbs. 1 fimess
room, cluld care facilides, video arcade
and the Emerald Bay Club Lounge.

Not only did Treasure Island bring
the sights and sounds of the Caribbean
to Minnesota, they alse brought the
delectable tastes as well. Javas, z fine din-
ing rescaurane, offers-visitors a cheoice of
dishes that range fromn buffalo to frog
legs o swordfish. Or, those intercsted in

& quick snack can head o the Morongo

Bay Grill for burgers, fish or chicken.
For complete induigence, the newy

expanded 400-scar Tradewinds Buffet’

has culinary favorites 25 well as some

exouc new additions, Every Friday mght

ts a sexlood buffer and every Sawrday

night is a prime rih buffec. In addtuon 1o

all this, Treasure [sland offers povatwe
charters, sightsecing, and dinner cruises
on dherr luxury ship, the Istand Princess.

The Isiand Princess is docked at the
137-slip marina on the Mississippr River
and s part of che resort casino complex.
There is also 3 RV park and camp-
around. Visiters can alse enjoy the sur-
rounding cominunities nd outdoor
activities because Treasure Island is just
munutes away from golfing, shapping,

‘ »

WA e LT
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PURCHASE
_RDER

PPURCHASE .ORDER NO.
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‘[ 1
i M IR Ly 16
Lt oha . Bvany

FOR
Pracveoton of 30 ghess glot poaterd, I

DATE REQUIRED

DATE

Fr178Y

QUANTITY ORDERED PLEASE SUPPLY ITEMS LISTED BELOW

UNIT AMOUNT
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PLEASE SEND COPIES OF YOUR INVOICE WITH ORIGINAL BILL OF LADING.

PURCHASING AGENT
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Xerchant, Gould, Smith,
Ldell, Welter & Schmidt
Prefetions? Asvocistion
Paient, Trademark &
Copyrighl Luvryers

MERCHANT &GOULD

1100 Naorwesl Center
%0 Scull Seventh Street
Xinteapolis, Minnesota
U84, 55402413}

FPAX §12/312-9081

Teler 290553 M&G Nps
61U/02.5300

Direct dinl:

April 15, 1592 336-4728

Mr. Ron Valentine, General Xanager
Treasure Island Casino & Bingo
5734 Sturgeon Lake Road

Welch, MN 55088

Re: MG 9B818.0-00-01 -

Dear Mr. Valentine:

Johr D. Gould
Phillip B. Smith
Bebert T, Bdell
Paul A, Welter
Ceci) C. Schmidt
Johe & Sumsers
Aan G, Carlson

Micheal L, Schwepmin

Eurl D. Reiland
Charles E. Golla
Dooglas J, Williams

Dougles A, Strawbridge

Albert L. Underbiil
D. Randsll Ring
Michael B Lasky
Cartis B. Himre
Michae] D, Schozann
Michsel L. ¥3o
Jobe A, Clifferd
Xark ], DiPsetro
Steeen W. Lundberg
Wirrre D. Woessaer

Trademark Search

Timethy R. Connd
Alns W, Kowalebyk
Daniel W, ¥¢Donald
Darid G. Joboron
Robari C. Frevd
Daniel J. Kluth
Werdy M, XeDorsld
Linda X. Byrpe
#ark D, Scbumar
Razdal] A BEillaca
Joho P. Somper
Brizn K. Bate!)
David K. Tellekson
Jokn J. Gresepy -
Paul B. Lacy
Eickelle X Michel
Philip P. Caapen
Gregory A Sebuld
Alkin.d. Nelson
Robert C. Beek

Grepary M, Toylor
Steven C. Brueys
Joej A_ Bothling

. Eevin W R2agch

Earl G. Schwappih
Xutthew ] Corgir
Antony €. Xungelju
¥ark) Gebbardy
Azdrew D. Sorepier
Stephrnle J. Smith
Fari 8 Barrin
Latbering K. Kowsl:
Devid X. Crompten
Glenr X. Seager
Peter ). Gafrer

J. DereX Yandenbon

Of Covnael

Eristine M. Strodibell R, Carl Moy

Ke have now completed cur review of the trademark

availability search
marks for use in connection with

" The search turned up a variety of federal re

variations of TREASURE ISLAND as well as TREASURE ISLAND

registrations in a number of classes

most relevant mark discovered in the sea

HCTEL & CASINO ST. MAARTEN, N.A.,

As we have discussed,
rch is TREASURE ISLAND
registered for educatioral and

entertainment services and owned by Treasure Island N.V,

Netherlands antilles Corporation,
registered and, unfortunately,
use of Treasure Island,
CASINO" and ~sT. MABRTEN, N.A."
only TREASURE ISLAND.

The mark is fed
also has a us
The portions of the
have been dis
Since we believe that
would have to be disclaimed for your mark,

is a likelihood of cornfusion and therefore

federal registration woulgd likely be denied

mark
claimed,
"CASINO & BINGO"

we beljeve that there
an application for a

erally
@ prior to your first
"HOTEL &
leaving

results and for the TREASURE ISLAND service

gaming services, it

the mark, but it appears that
you should be able to obtain a state registraticn.

gistrations for



Mr. Ron Valentine
April 15, 1982
Page 2

In the search cof state registrations and common law marks,
several marks for TREASURE ISLAND werae uncovered. KHowever, none
would appear to block registration in Minnesota. As we had
discussed on the phone, we are bProceeding with preparing an
~a@pplication. If vyou decide to continue, you should also considexr
filing in other states in which You are actively advertising and
drawing customers using the TREASURE ISLAND marks. It appears
that Wisconsin and Iowa, among others, would aleso be available
for registration. -

A relevant mark, and one which you had expressed concern
over, was the registration of TREASURE ISLAND in Nevada. The
goods and services listed vere Hotel & Casino. The mark has a
first use of October 27, 188B, again preceding your first use.
The mark is registered to Jerald J. White d/b/a Four Torey
Corporation. After review of the Business Week article, it is
not clear whether this is the same entity headed by Steve Wynn.

Also of interest, You might note that TREASURE ISLAND has
been registered in Nevada for Slet Merchandising to GNLV
Corporation. In addition, TREASURE CHEST has been registered in
Nevada for a Casino to Donald L. Owens and TREASURE CHEST hag
been registered in Nevada for a Proposed Hotel g Casino to David
J. Morrison.

Since the mark for the Netherlands Antilles is registered
and has a first use preceding the other first use dates, we
believe that it should block federal registration of the Nevada
TREASURE ISLAND marks. .

The mark for the Netherlands Antilles will have an affidavit
of current use due in December of this Year, we will monitor
whether such an affidavit is filed. If no affidavit is filed,
the mark will be cancelled. Note that we have checked and the
hotel is still in business at this time, However, should the
mark be cancelled, we believe that we could file for a federal
registration before any of the other owners of TREASURE ISLAND
marks. Since the Nevada mark has a prior use, they could alseo
file, but if we file first, then they could only request a
cencurrent use registration. wWith & concurrent use registration,
each party may only use the mark in designated gecgraphic areas,

had discussed, he will certainly find out about .

, cur business and
use.of TREASURE ISLAND. Should any issues al‘isey
Consider sending a warmime 10—

WA maoNr crane - -



Mr. Ron Valentine
April 15, 1892
Page 3

We will proceed with the State registration for TREASURE
ISLAND and monitor whether the federal registration for the mark
has been renewed. Please review our proposals in light of the
pPlans for the casino. we would be happy to meet and fuxther
discuss ‘the courses of action available. Aas always, if you
should have any guestions, please do not hesitate to call.

Sincerely, -

MERCHANT, GOULD, SMITH, EDELL,
WELTER & SCHMIDT, P.a,

Bé;% e A
Y

Gregory A. Sebald
GAS :mdh

€c: William J. Hardacker, Esgqg.
Michelle M. ¥ichel, Esgq,
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Mt. Olympus Water & Theme Park Page 1 of 1

ECQDGING. . JTAY AN PLAY RIGHT AF ML OLYMPUY
LOOKING FOR A HOTEL DURING YOUR ITAY? WELL LOOK NO FURFHER THAN
TREAIURE (LAND REFORT LOCATED AT ML OIVMELIS WATER & THEME PARK, inf pusthemeapsy

- Buuoa ACCOMODATIONS HOTEL PACKAGE DEAI

: FHWU’I& lfmﬂb RHOR‘I I-"SAfﬂElM M(}RE ’HIAN 330
GUETTROOMYS I*FCBM STANDARD DOURLE QUEER 10 '
mxumw IUIIH WITH TWO PRIVATE BEDROOMA. ALL D
oun ROOMF MVE A RESHIGERATOR, MICROWAVE. COFFER
MM(ER. HAWR l'mYFR. TELEPHONE AND L.V, BEFT OF AL,

o CHAY. (mﬂlRE iﬂANa RESORE 8f FARE. OF THE NEW ME

: Ol.\'HPLtf WATER & THEME PAHK, YOU HAVE A({ff! O Al
THE MANY ACYRAEELF THE “MEGA P&RK“ HAS YO
GO-RARY 10 Rﬂ[ﬂik CQM'!HU 1] WA\IFQ JUIDES aND W

€ 2005 Mt Olympus Water & Theme Park. All Rights Reserved.
F-608-234-2:190 © infofrmiolvmpusthemepar k .cont
l)csien by Totad Marketing

VsieiHamrecens smntalvnmmsmniathamanarl: nam/omall/indey ﬂnch hh‘n] 4/14/2005



Driving Directions from Red Wing, MN to 1701 Wisconsin Dells Pkwy, Wisconsin Dells... Page 1 of 2

CIlckHeri

-~ MAPQVEST, -

Print | E-Mail | Send_to Phone | PRA | New Direclions

e ' Search Wisconsi
Red Wing, MN 55066, US - ed Wing_Hotel Offers - Red Wing Flight Offers [ NapQuest Sear
m Wisconsin Dells

Wisconsin Dells Hotel:

1701 Wisconsin Dells Pkwy
Wisconsin Dells, WI 53965, US - Wisconsin Delis Hotel ffers - Wisconsin Dells Flight Offer Wisconsin Dells Insur.

4 Wisconsin Dells Flight
Wisconsin Vacations
- Wisconsin Dells Home
| | ¥visLinio! LGS B2
Find Nearby: e omes
T Wisconsin Dells New {
(e.g., Theaters) Wisconsin Resorts

Red Wing, MN 55066

Top Categories

. Wisconsin Dells Real |

Maneuvers

Distance Maps

Reverse Route | Revise Route

_ Start out going EAST on PIONEER RD/COUNTY 66 BLVD toward TWIN .
ml. BLUFF RD. 0.1 miles Map
2: Turn SLIGHT LEFT onto TWIN BLUFF RD. . 0.6 miles Map
3: TWIN BLUFF RD becomes WEST AVE. 0.7 miles Map
4: Turn LEFT to stay on WEST AVE. 0.3 miles Map
il i 85.8
&1}5. Take US-61 5. miles Map
. . } 87.6
@6. US-61 S becomes I-90 E. miles Map
FLij7: Takethe WI 13 NN exlt- EXIT 87- toward WIS DELLS. 0.7 miles Map
8: Merge onto WI-13 N. 0.6 miles Map

httn://www.manauest.com/directions/main.adp?go=1&do=nw&2si=navt&un:m&2gi=0&... 4/14/2005



Driving Directions from Red Wing, MN to 1701 Wisconsin Dells Pkwy, Wisconsin Dells... Page 2 of 2

9: Turn RIGHT onto US-12 E/WI-23 W, 1.1 miles Map

23 10:6nd at 1701 wisconsin Delis Pkwy, Wisconsin Dells, WI 53965 US Map
Total Est. Time: 3 hours, 28 minutes Total Est. Distance: 177.98 miles

Wisconsin Dells Hotels Hotels

Hotel Photos, Info & Virtual Tours Compare Prices, View Photos & More!

Find the Hotel You Want at Expedia! Low Rates Guaranteed - Book Now
www.Expedia.com www.hotels.com

l'D
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© 2005 MapQuest.com, lng:— -

FOERYIENAL rights reserved. Use Subject to License/Copyright | Map Legend

These directions are informational only. Mo representation is made or warranty given as to their
content, road conditions or route usability or expeditiousness. User assumes all risk of use.

MapQuest and its suppliers assume no responsibility for any loss or delay resuiting from such
use.

Link to MapQuest | Heip | Contact

Business Solutions | Advertise | Wireless | Settings |
Us | About | Privacy | Legal
© 2005 MapQuest.com, Inc. All rights reserved.

http://www.mapauest.com/directions/main.adp?go=1&do=nw&2si=navt&un=m&2gi=0&... 4/14/2005
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UNITED STATES PATENT AND TRADEMARK CFFICE

TRADEMARK TRIAL AND APPEAL BOARD

PRAIRIE ISLAND INDIAN COMMUNITY,

Vs.

Petitioner,

TREASURE ISLAND CORPORATION,

Registrant.

ok x ok ok K ok ok ok ok ok ok kA ok k k *k Kk ok Kk k x Kk Kk K

DEPOSITION QF

DOLORES (LORI) M. KNAPP

* ok ok ok Kk ok ok ok ok Kk k& ok kK kA A ok K ok ok ok ok ok ok * Ak

DATE TAKEN:

07/30/02 REPORTED BY: CINDY M. TRATTLES

Knapp, Delores (07/30/2002
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And you were the manager over all ten?

Yes.

They also

took phone calls besides

reservations, but I took care of all of them.

At that time how did the reservaticons come in to the

property?

On an 800 number, most of the time.

Was that the only way?

Well,

you could

dial our local number and be

transferred to that.

They were only by telephone reservations?

The ones in the back of house, occasionally people

would walk up to the front desk and make

reservations;

but T was not in charge of the front

desk people at that time.

Okay.

Anything

else you did as the reservation

supervisor as far as duties?

Give management.

Were you responsible for any policies or procedures

that were used by reservations?

Not at that time.

Who was at that time?

Don Peterson.

What was his position?

Reservation manager.

Okay.

Before vyo

ur family restaurant did you have

14

Knapp, Delores 07/30/2002
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Has your staff ever added these words that we
discussed earlier today "from Minnesota" or "of
Minnesota"™ or "Red Wing, Minnesota", have they ever
done that at all since Mr. Peterson and Buchanan
left?

No.

And, again, the date you said was the end of '97
when they left?

That's my guess. I'm not sure. I think they were
here for just about a year. I don't have the exact
dates that they left.

All right. Was that as a result of just common
practice or did you actually instruct them: You no
longer need to add those names or that phrase on
there?

They asked 1f they could drop that because it was
cumbersome.

The operators said it was cumbersome to say "in
Minnesota™?

"In Red Wing Minnesota", or whatever it was they
were saying, yes. Every word you add is cumbersome.
Has there been any discussion to add that back?

No.

Well, let me ask you: Why would you not add that

back if you believe that there's some type of

Knapp, Delores (07/30/2002
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misdirection going on as to phone calls to your
office?

Because it's cumbersome and we answer thousands of
calls a month and every word adds time. So for
speed and efficiency we stopped doing it. 2aAnd also
the operators were very uncomfortable saying it.
Well, this is a front office question. But wouldn't
it be easier to say "from Minnesota" and have a
phone call end as opposed to taking reservation
information down and then ending a phone call later?
Well, T think T told you before that starting in May
all of our calls -- or I should say most of the
calls that we're getting for wrong Treasure Island

are now coming in on our 888 number. So¢ forcing the

‘people that answer the 1-800-222-7077 to say even

one more word when they answer thousands of calls is
cumbersome. And as far as reservations, we try to
catch it when we find ocut they're coming from
someplace outside the five-state area.

All right. Other than it being cumbersome, is there
any reason you don't add that extra phrase "in
Minnesota™?

Cumbersome is I think encugh. It's awkward and it's
cumbersome. It lowers the morale. They hate it

when they have to say anything longer than what they

Knapp, Delores 07/30/2002
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do. So it was

a decision that we made of myself

along with my old director that they could drop

that.

All right. Wel

1, you'd agree, wouldn't you, that by

not identifying yourself as from Minnesota there's a

greater likelihood that people might not know that

you are not in
MR.

speculation.

I stiil answer?

{(By Mr. Allen)

I agree that I'

anything else i

concerned with

Las Vegas?

HALLORAN: Object, calls for

Yes.
ve said the greeting before and
5 cumbersome. And we're mostly

satisfying our guests, not yours.

All right. Actually, they're not mine either.

Well, whoever you're representing.

I understand.
MR,

This group has

Treasure Island corporation.
ALLEN: All right. One more group.

under "How did they get the number?"

a question mark.

(WHEREUPON, Exhibit 17 was marked for

identification by the court reporter.)

(By Mr. Allen)
put a guestion

else filled out

What are the bases for your staff to
mark there when they got everything

apparently?
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Yes.
Yes, I created it.
Okay. Could you explain what that is?
Sure. In May I explained to you earlier that we
changed our long distance carrier and I discovered
we were no longer on 800 Directory Assistance, so I
contacted Robin at Norlight and she got us on 800
Directory Assistance. It's pretty much documented
in here.

on 05/01 we noticed an increase in calls
for Treasure Island - Las Vegas. I called the 800
directory toll-free assistance and found some
confusion when asking for our 800 number. The
toll-free Directory Assistance is all automated now
and this is what I found: If I dial and ask for
"Treasure Island Casine", it gives me the number for
Treasure Island at the Mirage. If I dial and ask
for "Treasure Island Resort & Casino", it says,
"There are two listings that match your criteria,
for Treasure Island at the Mirage, press 1; for
Treasure Island Resort and Casino, press 2. If you
pressed 2, you got our number. And I wrote, "I
believe people don't realize that Las Vegas is at
the Mirage and they press 2 for our number.'

If I dial and ask for just "Treasure

Knapp, Delores 07/30/2002
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Island", I get three options. #1 tells me that this
number is based in three differeﬁt locations. It
tells me to press 1 for Healeah, Florida, press 2
for Ellswerth, Maine; 3 for Lawrenceville, New
Jersey; and press 4 for Wisconsin Dells. At the
main greeting #2 is for Treasure Island at the
Mirage and #3 is for us.
Okay.
I asked Bob Cote to talk to Robin Jacobs at Norlight
Communications. I told her to call me and I'd
explain our situation to see if she could help.

Then Robin E-mailed me and said, "Hi, I
believe that as of this morning, we have this
working correctly. Can you please do a few test
calls and confirm that Directory Assistance is
promoting you correctly?" And then she said Bob
will start billing.

Then I wrote her back and I wrote her back
that, no, it's still not right. Now if you ask for
Treasure Island it gives three options. The first
one is for multiple Treasure Island locations. I go
on to explain exactly what you get.

and then the third page that I have here is
as of 7-14 if you call 1-800-555-1212, this is what

you get.

Knapp, Delores 07/30/2002
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Press Release

MGM MIRAGE Among Forbes List of '‘Best

Managed Companies in America’
Thursday January 6, 3:06 pm ET

LAS VEGAS, Jan. 6 /PRNewswire-FirstCall/ -- Forbes magazine has named MGM
MIRAGE (NYSE: MGG - News) one of the "Best Managed Companies in America," as
part of its annual Forbes Platinurn 400 list of top-performing big corporations. MGM
MIRAGE was cited alongside only 25 other companies and was recognized as first in
the "Hotels, restaurants and leisure” calegory.

“This recognition reflects our
company's solid business
practices, financial viability,
and cutstanding
performance," said Terry
Lanni, Chairman and CEQ of
MGM MIRAGE. “The
commitment of each of our
employees and the dedication
of our management team has
made this recognition
possible.”
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To identify leaders from each
industry category, Forbes
ranked companies within their
industry by many financial
metrics, including growth in
sales and earnings, leverage,

stock market returns and
earnings forecasts. From these ranks, each company received a composite score.
Next, a financial analytics firm determined an overall score on each company for
accounting and governance practices, financial condition and earnings quality. Finally,
Forbes editors and writers looked closer at the top-ranked companies in each industry
and considered factors that might not show up on a financial scorecard. From this
process, the winners were selected for each industry.

MGM MIRAGE (NYSE: MGG - News), headquaritered in Las Vegas, Nevada, is one of
the world's leading and most respected hotel and gaming companies. The Company
owns and operates 11 casino resorts located in Nevada, Mississippi and Michigan,
and has investments in three other casino resorts in Nevada, New Jersey and the
United Kingdom. For more information about MGM MIRAGE, please visit the
company's website at hitp:/iwww. mgmmirage.com.
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Statements in this release which are nol historical facts are "forward looking™
slatements and "safe harbor statements” under the Private Securities Litigation
Reform Act of 1995 that involve risks and/or uncertainties, including risks and/or
uncertainties as described in the company's public filings with the Securities and
Exchange Commission.
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MGM MIRAGE Named Fortune Magazine's 'Most Admired' Casino Resort Company

prnt &M jiex RSS

™,

Pl

7 Website

. LAS VEGAS, March 9 /PRNewswire-FirstCall/ -- For the fourth year in a row,
Fortune Magazine has named MGM MIRAGE (NYSE: MGG) one of '"America's Most
Admired Companies" in its annual survey of companies with large U.S.
operations.

MGM MIRAGE was rated the "Most Admired" casino resort company in the
Hotels/Casinos/Resorts category. Overall, MGM MIRAGE ranked second in the
Hotels/Casinos/Resorts category after Marriott International, a non-casino
hotel resort company.

"We are very pleased to be recognized by Fortune Magazine for the fourth
time as our industry's top hotel casino resort company," said J. Terrence
Lanni, Chairman and Chief Executive Officer of MGM MIRAGE. "This ranking
reflects the quality of our top-notch management team and our employees’
commitment f£o excellence."

To identify "America's Most Admired Companies" for 2005, Fortune and its
research partner, the Hay Group, asked 15,000 executives, directors and
securities analysts to select the 10 largest companies they admire most in
their industry, based on eight criteria. Criteria included: innovation,
financial soundness, employee talent, qguality of management, use of corporate
assets, long-term investment, social responsibility, and quality of
products/services.

MGM MIRAGE (NYSE: MGG), headquartered in Las Vegas, Nevada, is one of the
world's leading and most respected hotel and gaming companies. The Company
owns and operates 11 casino resorts located in Nevada, Mississippi and
Michigan, and has investments in three other casino resorts in Nevada, New
Jersey and the United Kingdom. For more information about MGM MIRAGE, please
visit the company's website at http://www.mgmmirage.com.

Statements in this release which are not historical facts are
"forward-locking" statements and "safe harbor statements" under the Private
Securities Litigation Reform Act of 1995 that involve risks and/or
uncertainties, including risks and/or uncertainties as described in the
company's public filings with the Securities and Exchange Commission.

SOURCE MGM MIRAGE

Web Site: http://www.mgmmirage.com

Issuers of news releases and not PR Newswire are solely responsible for the accuracy of the content.
Terms and conditions, including restrictions on redistribution, apply.

Copyright © 1996- 2005 PR Newswire Association LLC. All Rights Reserved.
A United Business Media company.
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UNITED STATES PATENT AND TRADEMARK OFFICE

TRADEMARK TRIAL AND APPEAL BOARD

PRAIRIE ISLAND Reg. Nos. 1,949,380; 1,955,279;

INDIAN COMMUNITY, 2,010,396; 2,176,004; 1,984,421,

Petitioner, 2,024,221; 2,019,401; 1,916,033;

vs. 1,941,475; 1,966,090; 1,903,619;

TREASURE ISLAND 1,943,123; 1,949,379; 1,985,968;
CORP., 2,040,756; 2,040,770; 1,981,369.
Respondent. Cancellation Nos. 23,126; 28,127;

28,130; 28,133; 28,145; 28,155;
28,199; 28,248; 28,280; 28,294;
28,314; 28,319; 28,325; 28,342;

28,379; 28,171; 28,174.

DEPOSITION OF CINDY L. M. FLEMKE
VOLUME I, Pages 1 - 186
(The following is the Deposition of CINDY
L. M. FLEMKE, taken pursuant to Notice of Taking
Deposition, at the offices of the Haugen Law Firm,
Attorneys at Law, 121 South 8th Street, Suite 1130,
Minneapolis, Minnescota, on June 17, 1999, commencing

at approximately 9:32 o'clock a.m.)
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Q. Do you have any idea who they would have been
sent to?

A. My speculation is customers.

Q. Do you know in fact if this was ever sent out?
A. No, not with actually seeing one. My thought is

it was because it has a bulk rate U.S. postage paid
on there and I wouldn't think that they would pay for
a permit or for that service if it wasn't sent out.
Q. All right.

I'11 show you what's been marked as Exhibit 24.
Have you seen this document before?
A, Yes.
Q. All right. I don't know that that document
bears anywhere on it a year, but when it was produced
it was produced or indicated to have'been a calendar
from June of '93, the year 1993. Now whether or not
that's true, I wonder if you could tell me anything
about this Las Vegas trip drawiﬁg referred to on the
bottom left I believe of the side you're looking at.
A. I think what it was is a promotion that Treasure
Island had, and what -- if you won on the slot -- if
memory serves me right, if you won on the slot
machine and a golden quarter came out then you'd turn
that golden guarter in, you got five'dollars then you

got a registration trip for a monthly prize drawing.

1FLEMKE
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Q. Okay. And if you were the winner in this prize
drawing on some specific month you would have won a
trip to Las Vegas, is that how it wofked?

A. For this promotion here it looks like you would
win a Las Vegas vacation, yes.

Q. Okay. Do you have any idea where in Las Vegas
the winner would have been sent?

A. No.

Q. Do you know who would have been in charge of
that program, that promotion?

A. Marketing.

0. Do you recall who was involved in marketing in
193, or who was in charge?

A, No.

Q. Was Michael Childs involved in marketing at that
time?

A. Michael Childs was involved in marketing.

Specifically when, I don't know.

Q. There's also a reference to the Gold Doubloon on
Exhibit 5.
A. Yes.

THE REPORTER: Exhibit 24.
MR. SHENK: Oh, I'm sorry, Exhibit 24.
Q. What's the Gold Doubloon?

A. I believe it was similar to the golden quarter

265
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UNITED STATES PATENT AND TRADEMARK OFFICE

TRADEMARK TRIAL AND APPEAL BOARD

PRAIRIE ISLAND Reg. Nos. 1,949,380; 1,955,279;
INDIAN COMMUNITY, 2,010,39%96; 2,176,004; 1,984,421;

Petitioner, 2,024,221; 2,019,401; 1,916,033;

vs. 1,941,475; 1,966,090; 1,903,619;

TREASURE ISLAND 1,943,123; 1,949,379; 1,985, 968;
CORP., 2,040,756; 2,040,770; 1,981, 369.
Respondent. Cancellation Nos. 23,126; 28,127;

28,130; 28,133; 28,145; 28,155;
28,199; 28,248; 28,280; 28,294;
28,314; 28,319; 28,325; 28,342;

28,379; 28,171; 28,174.

DEPOSITION OF MICHAEL J. CHILDS, SR.

(The following is the Deposition of MICHAEL
J. CHILDS, SR., taken pursuant to Notice of Taking
Deposition, at the offices of the Haugen Law Firm,
Attorneys at Law, 121 South 8th Street, Suite 1130,
Minneapolis, Minnesota, on June 16, 1999, commencing

at approximately 9:17 o'clock a.m.)
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players primarily, 1s that what you meant?

A. That's correct.
Q. And what kind of things did you do in regard to
the tour buses and -- and that whole program or that

whole aspect of the marketing?

What did cverseeing tour marketing mean? What
did you do?
A. We had to of course try to create an efficiency
to it, you know, thrcocugh the customers that we were
bringing in, and we had some issues with unscrupulous
bus drivers picking up people at low-income housing
or the Laotian or Southeast Asian community
complexes, so try to just to, yocu know, keep it
efficient and -- and, you know, be a class operation.
Q. At that time the tour buses drew bingo players
from what areas of the United States?
A. Well of course the Twin City area was our
biggest market, and we had Southeastern Minnescta,
South Central Minnesota, Wisconsin, Fast Central, I
guess, south —-- or West Central Wisconsin, and we
also had people from the Chicago area,
Q. Okavy.

MR. BUFFALO: Just a point of

clarification. When you said "at that time,"” are you

talking about the pericd in '93 when Mr. Childs
STIREWALT & ASSOCIATES

Childs, Michael J. 06161996

37



10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

A, No.

Q. ~-— the business?

A. (Shaking head.)

Q. So you contracted with -- with bus companies at

the time?

A Yeah.
Q. And where were --
A. I didn't deal with that though. I was just the

bingo caller.
Q. Do you know where --
Do you know what areas the buses serviced?

MR. BAUGEN: Asked and answered.
A. Twin Cities and Wisconsin. That's all I know.

MR. HAUGEN: He already said that he didn't
deal with that.

THE WITNESS: Ne, I didn't.

MR. SHENK: That's a different question I
think.
Q. Do you know where the people that arrived on

buses came from? And you've said Twin Cities --

A. Yeah.

Q. -- and Wisconsin.

L. Towa, Illinois.

Q. You also mentioned that was a smoke shop; is

that right?
STIREWALT & ASSOCIATES

Childs, Michael J. 06161999
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IN THE UNITED STATES PATENT AND
TRADEMARK CFFICE BEFORE THE TRADEMARK
TRIAL AND APPEAL BOARD

Prairie Island Indian Reg. Nos. 1,949,380; 1,955,279
Community, a federally 2,010,396; 2,176,004; 1,984,421
recognized Indian Tribe, 2,040,221; 2,019,481; 1,918,033
1,941,475; 1,966,090; 1,903,619
Petitioner, 1,943,123; 1,949,379; 1,985,968
2,040,756; 2,040,770; 1,981, 369

Vs,
Can.Nos. 28,126; 28,127; 28,130
Treasure Island Corporation, 28,133; 28,145; 28,155; 28,199
28,248; 28,280; 28B,294; 28,314
Respondent. 28,319; 28,325; 28,342; 28,379
28,171; 28,174
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Jonij L. Marcks - 10/24/2002

Prairie Island Indian Community vs. Treasure Island Corporation
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Did you think it was more likely that people calling
from Minnesota were looking for Treasure Island in Red
Wing as opposed to Treasure Island in Las Vegas?

Also, not necessarily. They have package deals from
here, so ...

But did you believe it was more likely that callers from
Minnesota were looking for Treasure Island in Red Wing?

MR. HAUGEN: Objection, asked and answered.
MR. McCUE: You can answer.

I don't --

You said not necessarily.

Yes.

My question is not whether it's necessary or not. My
guestion is was it more likely that people calling to
block -- to purchase groups of rooms from Minnesota were
more likely looking for Treasure Island in Red Wing than
Treasure Island in Las Vegas?

When I say not necessarily, I mean I don't feel that
there's a clear-cut line. I think it can be the same
likelihood from either place.

Did you think that it would have been a good practice to
automatically mention during each phone call that you
made or received that you were Treasure Island in Red
Wing, Minnesota?

I wouldn't have found that necessary.

Benchmark Reporting Agency
612.338.3376
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Q Why?

A Because if -- if it was a situation where they were
calling the wrong hotel, it would come up in
conversation at some point. [ feel that it would have
been redundant to introduce myself that way. You know,
in many cases, calls coming in were people that knew me,
you know, as a salesperson and it would have -- I would
have been -- I would have felt siliy saying, you know,
whatever, but ...

Q Is that especially true given the number of calls you
had versus the number that were misdirected?

A Yes.

Q Other than Al's Garden Art, are you aware of any other
groups or people that cancelled reservations at Treasure
island in Red Wing because they thought it was Treasure
Island in Las Vegas?

A Not with me personally, no.

Q Through other people?

A T would just hear, but I couldn't -- I couldn't cite any

instances.

Q Did you ever receive any inquiries for group sales

through the web site?

A 1 generally didn't see those, no.

MR. McCUE: Let's go off the record.
(WHEREUPON, a brief recess was taken, after

Benchmark Reporting Agency
612.338.3376
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Page 47
which the following proceedings transpired.)
(WHEREUPON, Deposition Exhibit 2 was marked for
identification by the Court Reporter.)

MR. McCUE: Let's go back on the record.

(By Mr. McCue) Ms. Marcks, I'm handing you what's been
marked for identification as Marcks Exhibit 2. Do you
recognize that document?

I do.

What document is that?

This is the Booking Recap for Al's Garden Art's
cancellation.

Can you tell from this document when the booking was
cancelled?

The only thing I can tell from it is that -- from my
date at the bottom where I put in my name and August 4th
because the date at the top is the date of the
booking -- or, I mean, as far as the arrival date, and
there's no date that indicates the actual cancellation
date except for I would have done this the same day. I
would have copied this the same day I did it.

What is the decision due date in the top section on the
left-hand side?

That would be when the contract was due, and that may or
may not be the day that I required it. This was a

default date set by the computer, especially when it

Benchmark Reporting Agency
612.338.3376
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individuals?

Q Yes?

A No, I don't knew anything about that.

o Do ycu know of the policy, if there is one, for
handling telephone reservations then?

A NoG.

Q Okay. Well, let me just cut to the chase perhaps.
You're designated as Lhe person that has the most
knowledge about Prairie Island's ability to reduce
or eliminate the alleged confusion by people
thinking you might be in Las Vegas. What policy, if
anything, does Prairie Island have to eliminate the
confusion that people think vou're from Las Vegas?

A I'm completely lost. I don't know why I was ——.
That's No. 77

0 Topic 6.

A Ch.

Q Well, just tell me what you do know. Are you aware
of any policy, whether it's given by your supervisor
or by a general manager, that Prairie Island uses to
distinguish itself from Las Vegas?

A No.

Q Who overseas the people who take telephone
reservations?

A Lori Knapp.

Breitbarth, Laura 07302002
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Lori Knapp does?

Yes.

Are you aware of any script or memo or anything that

went to reservations people that discussed what

to

do about alleged confusion between Prairie Island

and the Las Vegas property?
No.

Then it's your testimony there's no format for

clarifying when people call and think you're the Las

Vegas property; is that right? 1In other words,
den't answer the phone, "Treasure Island at Red
Wing, Minnesota'?

I do not answer the phone that way.

Do ycu know if anyone else does?

No, I don't know.

Do you know if Prairie Island Treasure Island has a
log system that they keep track of people who think

you're Las Vegas, by which they keep track of that?

I don't know.

you

Do you know if there's a policy or if reservation

people ask those who may be confused as to where

they're calling, how it is they made that
reservation?
I don't know.

Okay.

Breitbarth, Laura 07302002
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Treasure Island Resort & Casino is bigger and better than ever!
We've got great games, food, entertainment,
and a great place to stay.

The Island’s the place to be and this site will be the place to see.
Watch this space for our newly remodeled site.
It’ll be your destination for all the latest
about fun on The Island. Surf’s up!

* For more information right now, click here
for a copy of the Island Times,

our hot monthly newsletter full of everything
that’s happening on The Island.

Back to The Island

GCOR IS
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Enter the information requested into the boxes and we will send you a copy of The Island Times.

Please enter your Name :

Enier your mailing address:

il

Back to The Island

(Jc‘_i‘-j,};‘j ~
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PLAY ON THE ISLAND,
STAY ON THE ISLAND!™

S0

Now you can stay for round-the-clock fun on The Island!
Our magnificent 250-room hotel will be complete in January.
Come and enjoy our lounge with live entertainment,
swimming pool, chiid care center,
and splendid views of the Mississippi River Valley.

Call 1-800-222-7077 or click here for reservations.

Back 1o The Island
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Treasure Island Casino Hotel
Reservation Form

Name:

Addrcss:

City:

Zip:

Date of arrival:

l
|
|
State: [
l
l
|

Number of Guests:

Phone #: (Area Code)| [

Best Time to Call: [

( Make Reservaton ) [ Clear J

- T

UL is

nga:‘i Thursday, Apnl 3. ‘997
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Exhibit 20 will consist of copies of electronic advertising for

“The Mirage,” sent by regular mail.



